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Your own local prestige ... the result of constant 
satisfactory service ...sells many pairs of shoes for 
you—and demonstrates the cash value of a good 
reputation. It is that reputation, sustained by foot- 
wear of acknowledged excellence, that makes 
money for you. 

When your customer knows a brand favorably you 
are well on the way to a successful sale ... for rec- 
ognition of a dependable name assuredly reduces 


sales-expense and effort. 


Peacock Shoes bear a trade-mark that is a positive 
guarantee of excellence. It assures quality of highest 
degree ... and insures satisfied customers for you. 
It is a trade-mark that permits no deviation from 
the high standards responsible for its wide con- 


sumer acceptance. 


A REPUTATION FOR QUALITY ONCE 
GAINED CAN BE RETAINED ONLY BY 
STRICT ADHERENCE TO THE STAND- 
ARDS WHICH BUILT THAT REPUTATION 





New six-eyelet oxford that rec- 
Peacock Shoes have earned their prestige by con- ee menage fer Sigh 

; : waisted types of shoes. Smart 
stant observance of this fact... and this prestige for street-wear in combinations 
A ha of suede and kid... or two-tone 
4 


linked with your good name makes a combination 


kid. Heel Heights 16/8 to 19/8. 


that means profit for you! 


BOYD-WRIGHT SHOE CO. 
SAINT LOUIS - - U.S.A. 
DEACOCK SHOES “ONE OF AMERICA'S FOREMOST STYLE NAMES" 


When writing advertisers please mention Boot and Shoe Recorder 
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The VOICE of the TRADE 


N R A parades 


the country over are an outward 
demonstration of a public’s desire 
to cooperate and to express by 
their participation their faith in a 
great movement. General Hugh 

Johnson, commenting on the 
New York parade said: 


peal <a 






“This was a review of humanity, 
flowing in close mass down Fifth 
Avenue with the majestic slow 





surge of a glacier down a gorge 
300,000—they tell me—and chosen 
out of a million who clamored to 
come and could not for want of 
space and time. But that, to me, 
impressive as it seems dropped 
into insignificance in view of the 
greater, more intangible thing that 
covered the whole great human 
outpouring like a golden glow— 
you all know what I mean because 
you all saw what I saw—These 
people were happy.” 

But let it be told in shoe stores 
everywhere that the marching feet 


were not happy feet because at the 


end of the parade route there were 
not enough places for the tired 
thousands to sit down to rest them- 
selves before proceeding home. 
There must be something wrong 
with the shoes of a nation or the 
fitting of a nation when the cry 
of tortured feet is so universal. 
We hear it every day from Chi- 
cago from the World Fair. We 
heard it as one great cry after the 
New York parade. Every news- 





paper commented on it. The 
multitude no longer knows how to 
walk or to select shoes for the 
purpose of walking. 

May we be the first to suggest 
a conference for comfort—where 
real consideration will be given to 
the shoe as an aid to walking in- 
stead of a detriment. 


xk * * 


_ Robertson, 


Chairman of the Board of the 
Tanners Council and of the Bayer- 
Robertson Leather Company, was 
presented with a new Packard 
sport coupe by the members of 
his club in appreciation of his serv- 
ices rendered to the club—at the 
twenty-fifth anniversary celebra- 
tion held by the Woodmere Coun- 
try Club of Long Island. (Mr. 
Robertson has been president of 
the Woodmere Club for 18 years. 
This is the second Packard that 
the members have given him. It 





JUST A LITTLE TOKEN 





is rumored that Mr. Robertson is 
given the Packard whenever he 
gets the idea that it is about time 
that he turn the reins of admin- 
istering the Country Club to an- 
other member. Consequently along 
comes the Packard—so what can 
you do but go on with the work. 


* * ® 


lea Kagan 
of the Kagan Shoe Store, Rah- 
way, New Jersey challenges Roy 


J. Phillips in the Recorder court 
in the case of “The Crime of Mis- 
fitting.” Mr. Kagan says: 
“Where does Mr. Phillips get 
off at, by stating, that a shoe sales- 
man misfitting a customer is no 
better than a murderer. It sure 
is a broad statement to make and 


THE BUNK J 


rs A EAGT 


iy 


I am wondering at the present 
moment how many times he com- 
mitted murder through misfitting. 

“Mr. Phillips claims that some- 
thing is stuck in his heart—why 
cheap stores stay in business, as 
they are so much poison. All | 
can say is that thousands of these 
poison shoe stores have been sell- 
ing cheap and popular priced shoes 
for years, and the customers never 
needed an antidote. As a matter 
of fact, they kept on coming for 
additional doses of poison. 

“IT have sold those so-called 
cheap shoes for ten years in this 
town to school children and at 
present I am selling these same ex- 
children, as by now they are 
young women, and their feet are 
90 per cent normal in spite of the 
fact that Mr. Phillips claims these 
cheap shoes cause corns, callouses, 
bunions, hammer toes, broken 
down arches, etc. 

“In closing I will add that this 
Phillips is all wet in his ideas ; and 
I will bet my next week's salary 
that as long as people wear shoes 
there will be plenty of stores sell- 
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ing cheap shoes to people who 
have lean pocketbooks.” 


* * * 


Mexican “Shoe Week” 


proves successful. Cooperative 
action to stimulate the footwear 
industry in Mexico by setting 
aside one week for this purpose 
proved a great success. Reports 
received from all parts of the 
country indicate that sufficient in- 
terest was generally aroused to 
result in a marked increase in shoe 
sales. Only the closest coopera- 
tion on the part of the Govern- 
ment, shoe manufacturers, and re- 
tailers made the success possible. 
In many States footwear sales re- 
corded increases of about 50 per 
cent and in others the gain reached 
500 to 1,000 per cent. The cam- 
paign served a double purpose in 
that larger sales were actually 
made, and a larger number of con- 
sumers were given opportunity to 
determine the quality of locally 
made footwear. Those respon- 
sible in making “Shoe Week” a 
successful event were apparently 
pleased at the results and there 
are favorable indications that a 
similar event will be promoted in 


LI 
re) 
Lay pe 


Kate Arlene Goldstein 
of the A. C. Lawrence Leather 
Company, who pinch-hitted at the 
Albany convention on the subject 
of “Style and the Importance of 
Sales People Knowing It,” said: 

“To meet demands salesmen 
should know what shoe colors are 
correct with what costumes. For 
example—brown shoes with eel 
grey costumes. Black or brown 
shoes for olive green costumes. 
Black or brown shoes for grey and 
red costumes. This is a season 
of important shoe details harmon- 
izing with dress effects—high- 
lighted as follows: 

“Shoe details in terms of fashion 
included: high-up effects to tune 
in with Chinese necklines; bows 
on shoes and dresses; contrasting 
surfaces of dull and shiny smart in 
shoes and garments; also smooth 





ONE OUT OF FIVE HAVEN'T GOT IT 





TO HAVE OR NOT TO HAVE 


—There are two distinct classes of people 
in this topsy-turvy old world of ours to- 
day—the “haves” and the “have nots.” 

—In the United States alone there are ap- 
proximately 10,000,000 unemployed at the 
present time. 

—Allowing that many of these are single 
people with no dependents, it is safe to 
estimate that at least 25,000,000 people 
are in the class of “have nots.” 
Therefore, with one person in every five 
a “have not” you can readily understand 
the terrific task our Government has set 
for itself in endeavoring to increase em- 
ployment to the “above-danger” point. 

—The NRA is doing a splendid job in elimi- 
nating child labor and the sweat shop. 
That’s going to help a lot. 

—The next step is to restore purchasing 
power to those who have none. The rela- 
tion of “have nots” to “haves” is all out 
of proportion. 

—When this dislocation is corrected then we 
can safely say that we are on a new and 
solid foundation. 

—lI believe the NRA is going to accomplish 
this very thing. 

—But we must all do our mightiest part; and 





last — but not least — we must have 
patience. 
Zuce 6 Toe. 
wet GTC. 
President. 





and rough surfaces allied; belted 
garments as well as shoes; open 
effects for evening shoes and 
dresses; back interest on shoes 
and garments; square yokes and 
square effects in tune on shoes and 
frocks ; lacings smart on garments 
as well as shoes.” 


* *« * 


.. Peter Kahler, 


orthopedic foot and shoe special- 


‘ist of New York, says: 


“T do not know of a greater re- 
sponsibility than fitting people 
with scientifically constructed 
shoes. That is because prescrib- 
ing shoes for people has been my 
life’s work and more than that, it 
is a heritage! For it was my 
father’s responsibility and his 
father’s, whose name I have in- 
herited. Indeed my grandfather 
had the responsibility and honor 
of fitting boots to Abraham Lin- 
coln, and so it has been my honor 
to fit and autograph shoes for 
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many Presidents of these United 
States. 

“As an orthopedic foot and 
shoe specialist, I feel qualified 
and justified in stating that ninety 
per cent of the deformities and 
ailments of the feet are due to ill- 
fitting shoes or stockings, and 
that in few cases are ailments and 
ceformities of the feet inherited. 
The diseases and deformities to 
which they are liable, avoidable or 
otherwise, are noteworthy of far 
more attention and consideration 
than bestowed upon them by the 
layman or practitioner.” 


* * * 


F ilene’s 


of Boston inform all employees in 
Question-Answer bulletins on the 
NRA code. For example: 

Q. Won’t it make things cost 
more? 

A. Undoubtedly. But the Presi- 
dent is anxious that so far as pos- 
sible salaries will go up sufficiently 
to pay the new prices. 

Q. Are higher prices desirable? 

A. A difficult question to an- 
swer. But we know from our own 
experience that lower prices 
brought depression. Higher prices 
should help cure it. 





I. the consumer 
sold on the NRA _ campaign? 
Wanamaker’s department store, 
Philadelphia, in a recent down- 
pour of rain ordered the national 
colors and their huge NRA stand- 
ard taken in out of the rain. With- 
in a short time the staff of tele- 
phone operators of the store were 
literally flooded with telephone 
calls from Philadelphians anxious 
to know why the flags were down, 
why Wanamaker’s had lost its 
NRA insignia, etc. Needless to 
say the management ordered the 
flags rehung in the rain. 


* * * 


. shoes 


at $20 per pair. Venezuelan con- 
ditions are so good that José Valle 
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of Caracas is opening a new shoe 
store in which not only some of 
the best native hand-made shoes 
will be sold, but a representative 
line of some American high grade 
shoes. 

With an import duty of $4.00 
a pound on all shoes coming into 
his country, Valle says that his 
top grade shoes will retail around 
the $20 mark. While that is real 
money in any country, Valle an- 
ticipates no difficulty in selling a 
goodly number of shoes. Vene- 
zuela, he points out, has not ex- 
perienced the slump like the rest 
of the world. 

Most of the shoes he is buying 
in this country are the lightweight 
sport and semi-sport types, with 
plenty of colors for the ladies, for 
Caracas enjoys a year round warm 


climate. 
*k Ok Ok 


Marjorie Howard, 


who annually addresses the Na- 
tional Shoe Styles Conference, 
spoke last week in the new audi- 
torium of the Fashion Group, 
Radio City, New York. She said: 

“Fashion happens first in eve- 
ning clothes. A strong impression 
of ecclesiastical influence expresses 
the new character of evening 
wraps, and this inspiration is ac- 
credited for the new mode of wed- 
ding veils as presented by Moly- 
neux and Lanvin, who repeat the 
fabric of the frock, whether satin 
or crepe, for the veil, draped 
simply over the head in Madonna 
fashion. 

“Renaissance figures are recalled 
in the long-sleeved, high-necked 
dinner frocks that many houses 
sponsor. Fabrics and color are 
expressed in terms of ‘rich and 
dark,’ emphasizing the fact that 
the ‘big, important evening gown 
will be in a dark color or black.’” 


* * 


p + A. O'Connell, 
general Chairman of the Boston 
Conference on Retail Distribution 
said: 

“Our task now is to raise the 
volume of retail distribution quick- 
ly enough so that the improvement 
already made in general business 
conditions can be held. Increased 
advertising, more aggressive sales 





promotion and better selection of 
merchandise will both work if 
properly employed. In this crucial 
period, retail advertising will take 


a most important part. It must 
sound a new note in keeping with 
the spirit of recovery and the New 
Deal. It must give the consum- 
ing public a new and more urgent 
incentive to buy. It must be hon- 
est and it must be convincing. It 
must offer merchandise of service- 
able quality that will give satis- 
faction to the consumer and will 
pay a living wage to the employes 
who produce it.” 


* * * 


Retail shoe prices 
are rising the world over. Mr. 
Bordoli, secretary to the North- 
ampton, England, Boot Manufac- 
turers’ Association has stated in 
an interview that a rise in foot- 
wear prices is anticipated in vari- 
ous quarters, as much as 2s. per 
pair being suggested as the mini- 
mum. Leather is dearer, hide quo- 
tations are firm, and the time has 
arrived for boot and shoe manu- 
facturers to make a bid for the 
establishment of prices that are 
on a parity with the extra cost of 
production. 

-— 


H. Gordon Selfridge, 
former executive of Marshall 
Field & Co. of Chicago and in re- 
cent years the head of two large 
department stores in London and a 
chain of stores in England, ad- 
dressed the Boston Retail Confer- 
ence last week, saying: 
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“In the United States we find 
almost every line of business over- 
done. There are too many shops 
and there is hardly a town in the 
United States that does not have 
too many stores. There are 1,- 
500,000 retail shops in the United 
States and perhaps 750,000 in 
England. These are two or three 
times as many as can be profitably 
supported. 

“There are too many shops sell- 
ing too much merchandise. In- 
dividual managers of shops are 
not adequately fitted for their 
duties. Would it not be a good 
idea to limit the number of stores 
that can do business? Is the wide 
open and unlimited method of per- 
mitting opening of shops by any- 
one, anywhere, and at any time, 
as wise as it might be? This sys- 
tem: might not be popular, but it 
may be necessary.” 


* * x 


SWencine squeaks ! 
“Not a squeak in a carload” says 
a maker of cemented shoes, which 
he recommends to school teachers 
who are fond of foot silence in the 
classroom. And it may be news to 
some that tanners are making 
squeakless calf for lining shoes. 


* * * 


VRichshews 
liven up displays, interest custom- 
ers who have a bump of curiosity 
and sometimes lead to sales. Kick- 
shaws are footwear gadgets and 
a gadget is most anything for 
which there isn’t a regular name. 











tr 
Rs 


HUNTS 


“Talk about your fussy customers! He wanted the squeakiest pair in the store!” 
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A. D. WHITESIDE 


Deputy Administrator in Charge of Retailing 


In making the code public, Mr. Whiteside said that one of the 
reasons for such release was to get the consumer and retailer re- 
action. This reaction will govern, to a large extent, the code’s future 
—particularly with respect to those provisions relating to “stop loss, 
price increases and prior contracts.” 


Mr. Whiteside emphatically stated the code in no way is to be 
considered a price-fixing proposition. The introduction of the drug 
trade clauses is for the purpose of bringing ultimately into one gen- 
eral retail code all the retail stores—(with the exception of food and 
food products—which are coordinated with the agricultural program.) 
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This proposed Code of Fair Com- 

petition for the Retail Trade is pub- 

lished for the purpose of getting 

final reactions from retailers and 

public prior to its being made the 

law of the land when signed by the 
President. 


It may be modified, amended or 
changed. In the main it is the result 
of months of work of trade associ- 
ation leaders, and will affect |,175,- 
000 stores and over 5,000,000 
employees. 


Proposed Code of Fair Competition for the Retail 

Trade as revised Sept. 19, 1933: The code for the retail 

trade in its present form merely reflects the proposal of 

the above-mentioned trade, and none of the provisions 

contained therein are to be regarded as having received 

the approval of the National Recovery Administration 
as applying to this industry. 


ARTICLE II 
DEFINITIONS 


Section 1. Retail Trade. 

The term “retail trade” as used herein shall mean 
all selling of merchandise to the consumer and not for 
purposes of resale, in the continental United States, 
provided, however, that it shall not include the selling 
at retail of milk and its products, tobacco and its prod- 
ucts, and foods and foodstuffs, and provided further 
that it shall not include any division of retail selling 
which is now or may hereafter be governed by a 
separate Code of Fair Competition approved by the 


’ President of the United States. 


Section 2. Retailer. 

The term “retailer” as used herein shall mean any 
individual or organization engaged in the retail trade. 
Section 3. Establishment. 

The term “establishment” as used herein shall mean 
any store, shop, stand or place of retail business. 
Section 4. Certain Classes of Establishments Defined. 

The provisions of this Code shall specifically apply 
to, but shall not be limited in their application to, the 
following retail establishments, classified according to 
their principal commodities and popular designations: 
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Made Public 


(a) Department Stores, meaning those dealing in 
a wide variety of merchandise usually including, but 
not limited to, men’s, women’s and children’s outer 
and under apparel; footwear, millinery, and dress ac- 
cessories; dress materials, trimmings and supplies; 
linens and domestics; jewelry and silverware; furni- 
ture and home furnishings; hardware, luggage and 
traveling equipment; books and _ stationery; toys; 
drugs; and generally all of the lines mentioned in the 
other paragraphs of this Section. 

(b) Furniture Stores, meaning those dealing main- 
ly in furniture; carpets, rugs, linoleums and other 
floor coverings ; curtains and draperies ; beds, bedding 
and bed coverings ; table linens; stoves ; refrigerators ; 
radio sets; china, glassware and lamps; silverware, 
kitchen utensils; pictures and/or kindred lines of 
home furnishings, appliances and equipment. 

(c) General Stores and General Merchandise 
Stores, meaning those dealing mainly in dry goods; 
men’s, women’s and children’s outer and under ap- 





parel and accessories ; hats and shoes; household sup- 
plies, home furnishings, hardware, smallwares, uten- 
sils and implements; and/or miscellaneous items. 

(d) Hardware Stores, meaning those dealing 
mainly in carpenters’ and mechanics’ tools; building 
supplies; paints; appliances for the home, garden or 
farm; stoves and ranges; kitchen supplies, cutlery, 
china and glass; and/or kindred lines. 

(e) Limited Price Variety Stores, meaning those 
dealing mainly in merchandise sold within specified 
price limits, in such lines as notions, small wares, dry 
goods, apparel and accessories; hardware and elec- 
trical appliances; toys and games; housewares and 
tableware; leather goods and costume jewelry; drugs 
and toiletries; stationery, books and magazines; 
and/or kindred lines. 

(f) Mail’ Order Houses, meaning those whose 
business is transacted mainly by mail and/or those 
which also operate department or specialized stores 
in addition to their mail order business. 

(g) Men’s Clothing and Furnishing Stores, mean- 
ing those dealing mainly in ready-made clothing and 
furnishings ; shoes and hats; and/or kindred lines for 
men and boys. 

(h) Music Stores, meaning those dealing mainly 
in pianos, musical instruments and accessories; sheet 
music ; phonographs and radios; and/or kindred lines. 

(i) Shoe Stores, meaning those dealing mainly in 
shoes and other footwear for men, women and/or 
children ; hosiery; findings; and/or kindred lines. 

(j) Women’s Specialty Shops, meaning those deal- 
ing mainly in women’s and misses’ apparel, millinery, 

[TURN TO PAGE 29, PLEASE| 


15 








y% DEFENDER OF THE EAGLE % 
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GEN. HUGH S. JOHNSON 


National Recovery Administrator 


“Industry is being freed. You are being given a chance to join with 
the vast majority of employers who are cooperating in a national move- 
ment to a common end. It is wrong to say that any small or distressed 
enterprise is being forced to take a dose it cannot swallow. The fact 
is that there is ample relief for any bona fide case of hardship justi- 
fying exception. It is wrong to say that there has been resort to 
intimidation. The fact is that not one penalty has been imposed and 
not one individual coerced into doing anything. 


“We have made mistakes. We will make more mistakes. When- 
ever we have made a mistake we have frankly said so and corrected 
it. We shall continue to do this. We want criticism. We are con- 
stantly seeking it and trying to correct our errors when criticism 


reveals them.” 
HUGH S. JOHNSON 
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High-cut leather boots of the 
types illustrated are worn in 
Fall and Winter, not only by 
hunters and those who go on 
long hikes through fields and 
woods, but by any outdoor 
workers. The style at the top 
has moccasin toe, while the one 
in the middle is the popular soft 
toe. Stormwelt gives added pro- 
tection from wet and dampness. 
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By HARRY R. TERHUNE 


F ew retail shoe merchants 
realize the possibilities of the boot business, for dur- 
ing the late Fall and Winter months there are millions 
of men in the market for high cut footwear. There 
are some 4,000,000 hunters licensed annually who buy 
good substantial boots. 

In addition to this army, there are at least double 
that number who use boots in their daily work. These 
men are found in every state of the Union. A partial 
list would include linemen, truck drivers, trappers, 
engineers, prospectors, deliverymen, oil field workers, 
lumberjacks, stable workers, surveyors, commercial 
fishermen, longshoremen and others who cover the 
water fronts, as well as all outside workers in the 
snowy, northern parts of the country. 

Farmers do not go in for high cut footwear as they 
formerly did, save for the old familiar felts and overs 
and the leather-stopped, rubber bottom boots. The 
iatter are worn almost universally by men and boys in 
northern rural sections during the Winter. 

Even the larger cities are experiencing a decided in- 
crease in the knee boot business through the tremend- 
ous activities of hiking clubs. In New York City alone 
there are over fifty organized hiking clubs of from 
25 to 100 members each who go on regular weekly 
tramps through the nearby country. These hikers 
like a Goodyear welt moccasin type boot about ten 
inches high. Many of them up to now have put a 
$6.00 limit on the price which they were willing to 
pay. Some of the hikers like field boots which can 
be polished, but these are not so good for the brush 
encountered in tramping. ’ 

As a general proposition the refined boots have not 
the sales appeal of the husky, rugged kinds. The very 
nature of the service required is so exacting that 
looks are a minor consideration in comparison to 
durability. A typical boot of this nature which finds 
a ready sale is a 14-inch high cut, with double uppers 
of heavy steer hide. A storm welt helps keep out 


Many hunters prefer a rubber lace boot which af- 
fords complete protection in wet and marshy 
places. The style at the left is a popular number. 
It is also suited to the needs of farmers, lumber- 
men and outdoor workers for whom heavy rubber 
footwear is practically indispensable in winter. 


For Hunting 
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Season and Stormy Weather 
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High-Cut Boots Have Profit Possibilities for 
Merchants Who Know What the Trade Wants 


the water, as does the constant application of dubbing 
or shoe waterproofing materials. 

A true moccasin made fourteen inches high, with a 
nailed sole and having a heavy vamp and a light soft 
leg, has proved to be a good proposition to sell, both 
to the practical hunter and many men who do outside 
work. 

This boot business is a good business for those 
stores which have made a study of the needs of their 
communities. Not a very large stock is needed; an 
ideal set-up for the average shoe store would include 
about seven numbers. These might be: 

A boys boot, with pocket knife attachment. This 
must be of a quality good enough to stand reasonable 
wear. 

Three lines of men’s leather boots. 

Three lines of rubber footwear. (Not ordinary 
rubber boots, but specialities). 

There are three heights a store must carry, the ten, 
fourteen and sixteen inch heights. Experienced mer- 
chants find it best to carry three different grades, one 
in each height. They recommend buying the ten inch 
in the cheaper grade, the popular fourteen inch in the 
medium grade and a few sixteen inch in the top 
grades. There is less call for the sixteen inch height, 
so this could be easily eliminated in most cases. 

The set-up in rubber specialties is something which 
is different in each community and type of store. 
There is not the grade difference in the rubber goods, 
as only the top grades are considered to be trade build- 
ers. So the selection is more a matter of trade re- 
quirements. Boots with rubber bottoms are freely 
bought by the sporting element where there is con- 
tinuous sloppy weather and the wearer must have 
good foot protection. Many consider them better 
than leather for marsh lands and for wet and snowy 
going. 

Many sportsmen like the rubber-leather combina- 
tion boot. The rubber foot part and the heavy crepe 


High-cut lace boots come in three heights, ten, 
fourteen and sixteen inches. Illustration at the right 
shows one of the high toppers in a moccasin 
Blucher pattern. Aside from the men’s market 
there is a big field for boys’ high-cuts for school 
and outdoor play in northern sections where Win- 
ter is accompanied by snow and wet weather. 


soles give the needed protection which experienced 
woodsmen demand, and they like the light weight 

flexible leather leg covering. 
A sketchy outline to illustrate the wide sales possi- 
bilities of the boot trade: Texas, Oklahoma and 
[TURN TO PAGE 36, PLEASE] 


At the right is a combination 
rubber and leather boot that 
gives the foot protection of 
the rubber type, plus the 
flexibility and comfort of the 
soft leather top. The number 
shown in the illustration has a 
top of tan leather, with pink- 
ing and stitching around the 
edge, which adds a smart ap- 

pearance. 
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Give your 













Let your feet in on this 
fine weather. 

Turn them loose in 
SNEIDER’S Air-Cooled, 
Quick Comfort Sandals. 





You'll be riding high in 
style. And the punch- 
ed-through perforations 
will inhale AIR every 
step you take. 



















WOMEN’S SUMMER 


SHOES 


Values up to $5.50 


SNEIDER SHOE 
651 COOKMAN AVE. 


Directly Opposite F. W. Woolworth's 


GT gt ee a” 


























Here are some small ads prepared by William J. Sneider, shoe 

merchant and advertising authority. Note the center ad with 

copy treatment which is designed to catch the eye of the 
bridge fan. 


The other two ads have balance. The reader can definitely 
absorb the contents and appeal of the ad without being dis- 
tracted by irrelevant material. 
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Use Selling Principles 


How Smaller Merchant Can Build Effec- 
tive Ads is Told by Shoe Man Who Estab- 
lishes Definite Rules to Follow 


Rarely do you find that perfect 
combination of advertising man and shoe man. But 
a discussion with William J. Sneider, of the Sneider 
Shoe Co., Asbury Park, N. J., reveals in this mer- 
chant just such an unusual combination. Any shoe 
merchant who operates his store without the assist- 
ance of an advertising man could profit materially in 
the preparation of his advertising if he listened and 
followed the advice of Mr. Sneider. 

He is an informed advertising man, one who has 
schooled himself in advertising at college and since 
leaving there, for a good part of his life, has lived 
an advertising life. His knowledge of publicity and 
promotion ‘from actual experience becomes, funda- 
mentally a course in good advertising practice. 

He has established a few principles which in his 
opinion will be helpful to the smaller merchant who 
prepares his own advertising. 

“The smaller merchant expects to see direct results 
from every advertisement he runs,” explained Mr. 
Sneider. This of course is an impossibility. Ad- 
vertising is cumulative and no one can count that 
advertising a failure that does not produce immediate 
results. “Here are a few of the fundamentals, taught 
in advertising classes at the universities which may 
be valuable to the shoe merchant in preparing his 
ads. You are told, by men who understand advertis- 
ing, that, if these principles are applied, your advertis- 
ing is effectively presented to the reader. 

1. It must attract attention. 

2. It must interest the reader. 

3. It must create a desire for the article advertised. 

4. The customer must be stimulated to action to 

buy. 

“With these rules checked against each ad you 
write you will find there is really nothing else needed 
to introduce the best elements of advertising practice. 
The first principle of advertising is selling. If you 
use the same methods of selling in preparing your 
advertising, you’ll come close to making it as success- 
ful as you possibly can. So many merchants shove a 
shoe in their layout and call it an ad. Well, if you 
were waiting on a customer you wouldn’t resort to 
sales tactics of this sort. 

One serious weakness in many ads prepared with- 
out advertising advice is that too many elements are 
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In Preparing Your Advertising 


By GEORGE E. GAYOU 


featured. The confusion of argument in the ad leaves 
the reader’s mind with no definite conclusion. Nothing 
to grasp and absorb, that arouses an urge to buy the 
merchandise featured. 

“If you’re selling a pump, you show one style at a 
time, you don’t bring out a dozen shoes to distract the 
customer’s mind. You try to concentrate the interest 
of the individual on the pump you’re trying to sell. It’s 
precisely the same with your advertising. Concentrate 
on the type of shoes in your promotion. 

“In the preparation of your copy make a rough 
layout. After you have balanced the elements you 
are going to use in the ad, make a cleaner layout with 
the space allotted for each unit of space carefully 
marked. When you have written the copy read it to 
yourself and see if it sells you. If it doesn’t, throw it 
away and start over. 


“Use some identifying spot 
in your ads. It may be a similar border, a distinctive 
type face, arrangement or size of ad, but don’t let the 
reader peruse your advertising without immediately 
recognizing it as that of your store. 

“The judicious use of white space can contribute 
much in building individuality into your ads. This 
treatment can be used with equal effect as heavy type 
for winning the attention of the reader. White space 
around the ad will lift it away from other advertise- 
ments and give it an opportunity to sell more forcibly 
the merchandise featured. White space does much in 
eliminating any distracting influence from ads that 
may be too close to yours in the makeup of the paper. 

“Sales can be a detriment to your advertising. A 
constant appeal to the customer through sales, even- 
tually weakens the forcefulness of your advertising, 
destroys its sincerity and leaves the customer with too 
many doubts regarding its claims. 

“The pulling power and results will be much better 
if sales are legitimately conducted during seasonal 
periods when price reductions are justified. 

“There is an opportunity right now for the shoe 
man, through a sense of reasoning with the customer 
to prepare them for the price increase which will 
eventually have to come. If they are prepared to pay 
the increase it will prevent much sales resistance at 
the point of contact of sale when the shoes are being 
bought. 

“The average customer knows little or nothing 
about the function of a shoe, other than it is just so 
much foot covering. A wide opportunity for the 
educational type of copy is prevalent in all shoe ad- 








William J. Sneider, operates a successful shoe business 
in Asbury Park, N. J. Perhaps it is successful because 
Mr. Sneider is also an authority on advertising. He 
studied it, practices it and applies his beliefs in adver- 
tising to his own business. He is also advertising advisor 
on merchandising problems to a large New York 
printing business operating an aggressive advertising 
department. 


In this interview Mr. Sneider has suggested a few im- 
portant fundamentals about advertising which are vital 
in making it produce results. 





vertising. Building a better appreciation for shoes 
and service will increase the prestige of the store and 
assist in diverting the customer’s mind from price. 

“In writing your ads it is very essential that you 
use words that people, your customers, understand. 
If you talk about shoes, talk about shoes in language 
that is discernible to everyone to whom you are di- 
recting your message. Don’t advance a half a dozen 
arguments. It’s difficult to get two across. More 
makes the ad confusing. 

“More important, know your customers, their buy- 
ing habits, something about their income and fashion 
tastes. This will help make the advertising more 
effective when written from basic facts. The average 
merchant is capable and has the ability to sell his 
customers, he knows what sales arguments to present 
when face to face with the customer. Adopt the 
same principles in writing your advertising, if you 
cannot afford to engage some one to do it. Just talk 
to your trade. 

“When the customer comes into the store she is 
already half-sold. The other half of the selling must 
be done in the stores. Advertising can’t do it alone 
and don’t expect it to. 

“For the small store an ad three columns about 10 
or 12 inches is just as effective, if expertly laid out, as 
an ad three times the size. For the user of small 
space it is important to time your advertising. Try 
and avoid the issues of the newspaper that are jammed 
with page after page of department store advertising. 
Your small ad on off days will give you better atten- 
tion value, than if used on the days when the paper 
is heavy with advertising lineage. Remember the 
circulation is the same on all days. We find Monday 
is a good day for us to schedule a part of our adver- 
tising, we secure better position and attention value. 

“Each ad should be attention compelling, but this 

[TURN TO PAGE 36, PLEASE] 
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THE SHOE STORE 








A Working Schedule for Busy 


Merchants 








5 If you're in an agricul- 
tural community a good 
“stunt” for October is to offer 
prizes (cash or merchandise) 
for the largest pumpkin, largest 
ear of corn, etc. This gets a 
lot of attention, and the entries 
displayed in your window will 
draw a crowd. 


Time to change the win- 

dows all around again. 
And here’s a suggestion! Mount 
a big NIRA poster on a large 
card and put it in the center 
background of the window 
with a card below reading 


“Cast Your Blue Eagle Eye On 
These Smart Styles for Fall and 
Winter.” 


1 For a “stunt” window 
display 13 good values 
with a big card “13 Values 
for Friday the 13th.” Have 
another striking “style” ad in 
tonight’s paper for week-end 
selling. For a theme emphasize 
that “with prices going up 
QUALITY is the important 
thing in selecting footwear. 


Start the new month off 

with new window trims 
today. Get a bit of “harvest 
time” atmosphere into the dis- 
plays by using a few cornstalks 
and pumpkins in the back- 
ground. Use a “talking” dis- 
play card in each window and 
put a price on every shoe. 


Tonight’s ad should be a 

big play-up of Fall and 
Winter styles—and make it an 
attractive ad that really repre- 
sents YOUR store, and not 
just any store. Give hosiery 
good space, and some mention 
of spats and rubbers would be 
very timely, too. 


1 Why not cover your 

mailing list with a letter 
on style footwear? Inclose in 
the letter a card good for a 
pair of shoe laces when pre- 
sented at the store, and you 
may be sure your letter will get 
attention. How long since you 
wy thoroughly checked your 
ist? 


14 Have a box of cigars 
handy today and present 
one to every man who makes 
a purchase. Don’t advertise 
this or feature it. Do it in a 
quiet way, and every man will 
appreciate it and leave the 
store a friend. Charge the 
cigars to advertising—and use 
GOOD cigars! 


This is your “harvest 

time” too when you 
should do big volume and get 
full price for every shoe you 
sell. Talk STYLE vigorously in 
your windows and ads, and 
emphasize QUALITY too, for 
with prices advancing quality 
is your best selling argument. 


Liven up your windows 

for today, and if you are 
using Saturday “leaders” get 
them right up in the fore- 
ground. Inside the store have 
several table displays of hosiery, 
house slippers and shoes. You 
will find these a big help in 
picking up extra volume. 


11 This is the day to make 

another check of stock. 
Do you inspect your store at 
least once a month for fire 
hazards? How long since you 
have changed the trim on the 
ledges? And how about the 
lights—have you replaced all 
weak and burned out lamps 
recently? 





















Check your stock thor- 

oughly today, for “outs” 
and slow moving styles. And 
make it part of your program 
to give your stock the same 
careful check EVERY week. 
It’s the surest way to avoid 
lost sales and overstocks, and 
to keep your investment down. 





12 COLUMBUS DAY. Some 
recognition of this in 
your windows would be worth 
while. And if schools in your 
town are closed today it would 
be a good day to play up chil- 
dren’s shoes with a window 
and an ad. How is your stock 
of party slippers? They will 
soon be in demand. 


1 This is the day to 

change your windows 
again—don’t slight the job! 
remember your windows are an 
advertisement that you pay for 
whether you use them to the 
best advantage or not. Do 
YOUR windows make people 
stop and look? Or are they 
just like all the rest? 
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OCT OBER 








To Produce More Profit Through Planning 





1 Do you try to sell every 

man who buys new 
shoes a pair of rubbers? A 
surprising lot of men do not 
have rubbers, simply because 
no enterprising shoe retailer 
ever sold them a pair. If you 
only sell one man in ten how 
many extra sales will you make 
this month? 


2 If no other store in the 
vicinity posts the foot- 
ball scores on its window why 
don’t you make a Saturday fea- 
ture of this? One store we 
know of has a score board which 
it uses for the background in 
its window every Autumn Sat- 
urday, with some good values 
displayed just in front of it. 


2 Time for another stock 

check! Too much trou- 
ble, you say. Yes, but not 
nearly as much trouble as it is 
to get Mrs. Jones back to the 
store after she’s found you don’t 
have the shoe she wants in her 
size, or her favorite hose in 
the color that she prefers! 






1 This is the morning you 

dig into your stock again 
and make another thorough 
check. And as you go through 
stock ask yourself how much 
longer you are going to let 
those shelf-warmers sit there, 
slowing up your turnover and 
keeping your dollars tied up and 
useless! 





26 Have you been watching 
last year’s record to see 
business up? What! You have 
no such record? Then start one 
now! It will keep you from 
making the same costly mis- 
takes twice and remind you to 
repeat on the things that were 
successful. 


30 In rearranging the win- 
dows today continue 
your Hallow’een trim. Have 
you looked over your news- 
paper’s advertising service re- 
cently for illustrations you may 
want? Better do this, for you'll 
be doing more advertising as 
the holiday season approaches. 


19 Are you going to add 
some special lines for 
the holiday season to bolster 
up your volume? If you are 
NOW is the time to be think- 
ing about it, and deciding what 
you are going to do. Have 
you ordered your special holi- 
day boxes and wrapping ma- 
terial. Do it now! 


23 Have you given chil- 
dren’s shoes a real win- 
dow display in the last few 
weeks? Then why not make 
this line the BIG feature when 
you change the windows today. 
You’ve been pushing the sale 
of rubbers lately, but how about 
umbrellas? Here’s a chance for 
MORE plus business. 


2 Tonight’s ad should be a 

forceful one, for tomor- 
row is the last Saturday in 
October and you want it to be 
a BIG one. If you've been 
playing up children’s shoes in 
the windows this week give 
them a good play in the ad and 
go after children’s business to- 


morrow. 


31 Tomorrow starts a new 
month. Have you a 
complete advertising and sell- 
ing program all mapped out. 
November is an _ important 
month. It marks the end of 
the Fall style season and the 
beginning of the holiday sea- 
son. Go over your plans today 
and be sure you are ready. 


20 How about using some 
of those slow-sellers you 
found in the last stock check 
for specials in tonight’s news- 
paper ad? The quicker you put 
a price on them and turn them 
into money the better it will 
be for your profit’s sake. Put 
the specials in the window 
today, too. 


= A mailing card or post- 

card to your list featur- 
ing an attractive value in house 
slippers, with the suggestion 
that now is the time to do a lit- 
tle advance Christmas shopping, 
will get results. These postal 
card mailings are inexpensive— 
use them frequently. 


28 How about giving a Hal- 
low’een mask or horn to 
every child who comes to the 
store today. And have you 
given your windows a little 
Hallow’een atmosphere for over 
the week-end? Have some 
good table specials today—and 
spend every minute of the day 
in SELLING! 
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Endorse Emphatically the ‘Stop-Loss Provision’’ 


An unfinished code of fair 
competition for the retail trade is published in this 
issue which in many ways it is complete but for a 
few very important changes. In the belief that the 
code should be made public at this time, prior to its 
going to General Johnson and then transmitted by 
him to the President, a very unusual thing was done 
to obtain final trade and public reaction on certain 
clauses. The most important clause in the entire code 
is thereby made public for testing of trade and public 
opinion. If you have an opinion to voice now is the 
final opportunity prior to the code’s being made the 
law of the land. 

The clause in question is: 


Article VIII 
Section 1.—Stop-Loss Provisions 


In order to check predatory price cutting and 
minimize retail operating losses resulting there- 
from, and in order to assure that the retailer 
shall be at least partially compensated for the 
service he renders the consumer, on and after 
the effective date of this code no retailer shall 
offer for sale, sell, exchange, or give away any 
merchandise, except as provided hereinafter, be- 
low a minimum price which shall be the whole- 
sale delivered price as hereinafter defined with 
the addition of a charge of ten (10) per cent. 


In sending the code back to the trade, and setting 
an unusual precedent by taking it to the public, Deputy 
Administrator A. D. Whiteside issues this statement : 


“The ‘loss-limitation’ provision has been widely 
misunderstood. According to the proposed provision, 
retailers, excepting in circumstances listed, may not 
sell their goods at less than 10 per cent above the cost 
of the actual merchandise, with certain qualifications. 

“The point that is misunderstood has to do with the 
10 per cent addition to the cost of merchandise. 

“If the net price paid by a retailer for an article 
should be $1, this provision applying to normal sales 
would not permit the retailer to sell the article for less 
than $1.10. 

“No retailer selling merchandise covered by these 
codes could continue in business if even an important 


percentage of the merchandise were sold on this ten 
per cent mark-up. 

“The purpose of this provision is to stop predatory 
price cutting, that is, the cutting of prices of a few 
well-known articles which does not in the majority of 
cases reflect the average mark-up of the store selling 
at even cut-rates. 

“This 10 per cent mark-up should not be construed 
in any sense of the work as a profit mark-up. It is 
literally as it says—a ‘loss-limitation’ provision, 
that is, a limitation beyond which the retailer may 
not go in incurring losses on regular merchandise.” 


This stop-loss provision is perhaps the most im- 
portant piece of commercial law to be enacted in the 
history of all retailing. It needs your emphatic en- 
dorsement if you believe that the policy of “loss 
leaders” should be discouraged from this day forth. 

When a store continues to claim “it is never under- 
sold” and thereby offers footwear below the cost of 
the goods at the factory it is predatory competition 
because no store could continue to live if that policy 
was truthful on every line carried. 

The public must be told that “a loss leader” is 
offered as bait and because of the loss taken every 
other article sold must bear a disproportionate 
burden of expense to recompense for the “loss 
offer.” That is something that the public is not 
aware of. 

When a store offers one pair of shoes at $4.00 and 
the second pair for a penny it is practicing loss leader 
tactics reprehensible to good merchandising. The 
entire structure of unfair competition has been built 
up on offering values on certain numbers that cannot 
be offered on the balance of goods sold in that store. 

Now under the code the retail leaders of the major 
associations of America unanimously agree to abolish 
for all time the ‘ruthless’ practice of offering bait 
merchandise because of a price advantage. If this 
code becomes law, which we ardently hope, the mer- 
chant will be forced to price his goods at least 10 per 
cent higher than the wholesale delivered cost. 

Many efforts were made to push the margin up to 

[TURN TO PAGE 55, PLEASE] 
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j ‘Turnover at the rate of 
{> EIGHT times 


| ei > Gross ‘idan 37.1% 


ES Only $7.50 ae of mer- 
chandise over 6 months old 


This is the record made on Poll Parrot shoes 
for the first six months of this year by the 
largest department store in the largest city in 
one of the most important states in the Cen- 
tral West....A splendid record, made pos- 
sible by a worthy line of shoes and good 
merchandising. With Poll Parrot shoes this 
firm and many others have made handsome 
increases in their volume as well as profits 
the first six months of this year, generally 


ra recognized as the leanest business period in 
ee § 
1 the history of the nation. 


RA Poll Parrot Shoes 


are America’s Favored Line 
of Juvenile Footwear 


ROBERTS . JOHNSON § RAND 


pate of International Shoe Co 


ST. LOUIS, MO. 
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A real tie-up between windows 
and newspaper publicity, is shown 
in this “Bering Sealskin” promo- 
tion as staged by R. H. Macy & Co., 
New York. Added interest was 
given the promotion showing a 
Parisian stylist’s cabled OKay on 
this new leather. Sealskin has 
long been associated in the pub- 
lic’s mind as expensive and de- 
sirable fur, so when sealskin 
shoes were featured, interest was 
easily captured. 


Sealskin Leather New Promotion 


New Shoe Material in the Spotlight for Fall 


A real job was done 
by R. H. Macy & Co. in the pro- 
motion of “Bering Seal” leather. 
This great New York department 
store seized this leather—the first 
new leather to be promoted during 
the present season—and drama- 
tized it to perfection. 

Four column, fourteen inch 
newspaper ads and double Broad- 
way window trims brought Seal- 
skin shoes to the attention of the 
big retail New York shoe market 
at a time when women were con- 
sidering their first Fall purchases. 
The timing of this publicity could 
not have been better from a mer- 
chandising standpoint. 

The window itself stopped the 
crowd, for it had, as shown in 
the accompanying photograph, five 
baby stuffed seals, a “blown-up” 
copy of a Paris cable from a well- 
known fashion expert, a photo- 
graph of the expert and a good 
showing of the sealskin shoes. 
During the week the window was 
in, it was almost impossible to get 
near it. 

Both the window and the news- 
paper copy followed each other 
very closely in text. ‘The cable- 
gram shown in the window back- 
ground near the photograph of 





Princess Dilkusha De Rohan 
reads: 

“SEAL SHOES SHOWN IN 
MY NEW COLLECTION 
HAVE BEEN A GREAT SUC- 
CESS HERE STOP I BE- 
LIEVE YOUR AMERICAN 
WOMEN WILL LIKE THEM 
AS WELL AS THE PARIS- 
IANS DO STOP AM WEAR- 
ING THEM MYSELF AND 
LIKE THEM A LOT PRIN- 
CESS DILKUSHA DE RO- 
HAN” 


The window card which was 
read by every one who could 
squeeze near enough told the story 
in a most interesting fashion. It 
said : 

“Its the biggest leather story in 
years. Shoes of seal. One after 
the other we’ve introduced you to 
the smart set of the crawling 
families: the crocodile, alligator, 
snakeskin and lizard. And now 
we've hauled a newer, smarter 
shoe fashion right out of the water 
for you—only to lay our catch at 
your feet. Shoes of baby seal— 
incredibly soft and supple. De- 
signed into the sleekest pumps, 
oxfords and ghillies you'll see this 
Fall. Dyed (did you know that 
baby seals are born white as 


snow?) a dull, filmy black and 
brown.” 

This leather is tanned from 
genuine Alaska seals, and is a nat- 
ural grain. 

e 
Shooting a 56-inch advertisement in the 
New York daily papers costs real money. 
This promotion proved to be the talk of 


the town, so cleverly was it worded and 
timed. 





ANOTHER MACY FIRST 






Ie's the by 
- 


leather story 1m years. Shoes 
after the other, we've intro- 


* 











y Designed into the 
sleckest pumps, oxfords end ghillies youll 
see this fail. Dyed (did you know that 
baby seals are born white as snow?) a dull 
filmy wen. 


WOMEN'S BETTER SHOES 


SECOND FLOOR 
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DR. STYLES CUT UP DOZENS of SHOES 







..-We applied our 


40 years’ experience 














TESTED THE SHOES... 
IMPROVED EVERYTHING 
THAT NEEDED CHANGING 


Dr. J. H. Styles, Jr., internationally famous or- 
thopedic surgeon who designed these new chil- 


: ’ gu oad Si preeedats tere het 
CHILDREN’S SHOES 


which incorporate for the first time 


THESE 6 FEATURES 


An entirely new line of children’s shoes. Designed from 
the beginning expressly for children. Incorporating every 
WEDGED HEEL feature that Dr. Styles’ knowledge and our own long ex- STRAIGHT INSIDE LINE 
perience showed ought to be in shoes for young, growing 
feet. Tested, improved, perfected until we can say—with- 
out fear of contradiction—that never before have you been 
offered children’s shoes which even approach these in 
correctness of design, in quality of materials, in excellence 
of workmanship, and in enduring satisfaction. 


























y] 


FULL BALL AND TOE ROOM 








When you know the whole story, you’ll want these shoes 
in your store. They will bring you a bigger volume of 
desirable business. Write or wire us today for full details. 


FLEXIBLE SHANK 


ORTHOPEDIC SHOES, Inc. 
9-11 East 37th St., New York 


N GROUND CRIPPER—CANTILEVER 
SCAPHOID LIFT IN HEEL & PHYSICAL CULTURE SHOES NO INSIDE SEAM IN HEEL 
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DIFFERENT STYLES 
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Plows a series of Fall ads 
to men that will do the things necessary to arouse 
their interest in your store and your shoes. 

The layout of heads and headlines catches the eye 
and arouses interest. The brief, conversational copy 
states the facts quickly, simply, sincerely. The ques- 
tioner’s hearty approval helps to clinch the reader’s 
mental approval. The store name is prominently 
placed. The shoe illustration with its description 
identifies the ad, while giving balance and stability 
to the layout. 

There’s human interest in the two faces and the 
perfectly natural questions that are asked and an- 
swered. If two silhouetted photographs were used, 
the effect would be still stronger, particularly if the 
merchant himself were pictured as answering the 
questions. If used, they must be very carefully posed. 

An interesting incident proves how careful one 
should be in preparing ads. A sketch was made of 
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Did You Say Human Interest? 


Yes, Sir, and Plenty of It, in This Novel 
Series of Ads Addressed to Men 


a man having shoes fitted. When the caption, “Did 
you say style?” was used with the sketch it become 
sarcasm instead of interest! The effect was all wrong. 

Suggestions for eight ads are given. Various others 
covering specific subjects can be prepared in the same 
style. How often you use them is a matter of judg- 
ment. One each week, over a two months period, 
would be good. 

The ads can be photographically enlarged for win- 
dow and interior show cards. Or proofs of the two 
heads may be used and the text lettered in. A good 
tie-up can be made by reproducing the heads and text 
on fairly large pannels before which unit displays of 
shoes are made. This would be exceptionally good 
if such subjects as “waterproof” or “wingtips” or 
other comfort or style features should be used. 

The series could be used on postal cards. Instead 
of mailing a card to each man every week, divide the 
list, mailing cards to one-half one week, and the 
other half the next, alternately, while the series is 
appearing weekly in the paper. 

When you get the three-way tie-up of newspapers, 
postal-cards and windows, this series is certain to 
arouse a great deal of interest. 


“DID YOU SAY STYLE?” 
“Yes, Sir! ... AND PLENTY OF IT 


We have the new styles while they’re new. But 
they have to be live without being loud ; smart without 
being smarty. Shoes for men who want to look like 
a thoroughbred not a calico circus pony.” 

“Good idea!” 


“DID YOU SAY VALUE?” 
“Yes, Sir... ALWAYS, IN ALL WAYS 


You want service and comfort from the shoes you 
buy. Most always, good appearance counts too. 
You'll buy again and again from the store that gives 
you these things. It pays us to see that you find profit 
and pleasure in the shoes you buy here.” 

“Good Judgement!” 

[TURN TO PAGE 46, PLEASE] 
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WHITES OF 1934 


For the “White Season” of 1934 the Allied Kid Company offers three 
Whites—two glazed kids and one kid suede. They are all suitable for 
use in all-over shoes, and the colors are so carefully keyed to one 
another that the suede may be used in combination with either of the 
kids. This solves one of the most difficult problems of the year, the 
detailing of all-white shoes in two materials. 


. Vode White Kid No. 50 New Castle White Kid Vode White Suede No. 901 
STANDARD KID DIVISION NEW CASTLE DIVISION STANDARD KID DIVISION 
209 South Street 100 Gold Street 209 South Street 
Boston, Mass. ~ New York, N.Y. Boston, Mass. 


In addition to these there is white suede with the creamy cast of White Buck 
Vode White Buk-Kid No. 900 
STANDARD DIVISION 


209 South Street 
Boston, Mass. 


ALLIED KID COMPANY 


209 SOUTH STREET 
BOSTON 


SS 


o NEW CASTLE * QUAKER CITY - STANDARD 
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Floor Plan of Leather Opening, Hotel Astor, New York, Oct. 2 and 3, 1933 


LIST OF EXHIBITORS AT LEATHER OPENING 


Booth No. Hugo Brand vee COMBIRY. «.5cccc sens = P.. ioetett heotior > IRON cz ca0ssa8 ? 
; GC. Dibrewn GS GOmOany ... ...cccccccess . C. Lawrence Leather Co. ............. 
Pei Sa te ne a ol Burk Brothers .... . , ; RO che cess erate 27 G. Levor & Company, Inc. ............... 38 
Allied Kid Compan aia tale lalla Colonial Tanning Company .............. 28 Mitchell & Peirson, PRG ron cco 29 
McNeely & i Sisielons 45 Diamond Kid Company, Inc.............. 21 McNeely & Price Company .............. 
New he in  . 43 Dungan, Hood & Co.................... 5 R. Neumann & Company ................ 
te |... ' 44 Eagle Ottawa Leather Company .......... 14 Northwestern Leather Co. Trust ......... 
Adie “peer ticetaialion pe OEE 23 re 3 The Ohio Leather Company ............. 
Willis, A C iid atid 8 Robert H. Foerderer, Inc. ............... 36 Reynolds Tanning Company .............. 
A — Hid ~y ned | shcbaieed iapedt de 35 A. F. Gallun & Sons Corp. ............... “eee See 
merican Hide & Leather Company ...... 5 Goniprow Kid Company ................. 10 Seton Leather Company ................. 
Armour Leather Company ............... 24 Griess-Pfleger Tanning Co............... 9 Fred Rueping Leather Company ........... 
Peter Baran & Sons, Inc. ................ 6 Henry Halle eer 19 Surpass Leather Company ............... 
J. S. Barnet & Sons, Inc.................. 26 L.H. Hamel Leather Co. ................ 1 Thayer-Foss Company .................. 
et pie SOE 37 E. Hubschman & Sons, Inc. .............. 39 Albert Trostel & Sons Company ......... 
Bayer-Robertson Leather Corp. ........... 34 Hunt-Rankin Leather Co. ............... 20 Richard Young Company ................ 
Benz Kid Company ..................... 31 C. D. Kepner Leather Co. ............... 42 Scherer Leather Co. .................... 48 





Men’s 1934 Spring Shoe and Leather Colors 


The official shades selected are as follows: 


TANTREE—a custom tan shade suitable for 
saddle detailed shoes on both sports and English cus- 
tom lasts, ‘full and quarter brogued, for smooth and 
crushed or lightly boarded leathers. 


GAUCHO-—a new lighter version of the volume 
Bourbon shade, to be used for all-over shoes or com- 
bined with white. It appears to advantage in rugged 
grain leathers as well as smooth grain, with the nat- 
ural undressed finish that brings out the intrinsic 
character of fine leather. 


BOURBON this versatile color, proven as prac- 
tical as black for wear with blues, greys and lovats in 
apparel, retains its fashion prestige for men’s Spring 
shoes, because it is adaptable for both smooth and 
rugged grain leathers, and because it possesses a rich 
neutral tonality. It is also used as a trimming on 
white. 


HIGHLAND BROWN—a new brown shade, 





darker than Bourbon, which has recently come into 
prominence for the new town types of blucher front 
shoes, with plain or straight tips. Also a riding boot 
color for smooth calf and the darkest shade acceptable 
in rugged finish sports leathers. 


MEN’S SPORTS COLORS 


In addition to Tantree, Gaucho, Bourbon and High- 
land Brown which in the correct finishes are suitable 
for all-over sports shoes for the coming season, there 
is new interest in all-over sports models in moccasin 
and plain toe types, with black or brown soles, in 
these two new sports shades ; Hempcord and Sanwood. 


For Combination with White 

The growing importance of very definitely styled 
sports apparel this past Summer introduced a 
rich rust shade as a complement to white in saddle 
types, as well as plain stitched tips and foxings and 
full wing tip and foxing patterns with new perfor- 
ation and pinking detail. 
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Code for Retail Trade Made Public 


underwear, shoes, hosiery, dress acces- 
sories, toilet goods and/or kindred lines. 
Section 5. Definitions of personnel. 

(a) Executive. The term “executive” 
as used herein shall mean an employee 
responsible for the management of a 
business or a recognized subdivision 
thereof. 

(b) Professional person. The term 
“professional person” as used herein 
shall mean lawyers, doctors, nurses, re- 
search technicians, advertising spec- 
ialists and other persons engaged in 
occupations requiring a special dis- 
cipline and attainments. 

(c) Outside salesman. The term 
“outside salesman” as used herein shall 
mean a salesman who is engaged not 
less than sixty (60) per cent of his 
working hours outside the establish- 
ment, or any branch thereof, by which 
he is employed. 

(d) Outside collector. The term 
“outside collector” as used herein shall 
mean a collector of accounts who is en- 
gaged not less than sixty (60) per cent 
of his working hours outside the estab- 
lishment, or any branch thereof, by 
which he is employed. 

(e) Maintenance employee. The term 
“maintenance employee” as used herein 
shall mean an employee who, through 
special training or mechanical ability, 
is essential to the upkeep and/or pres- 
ervation of the premises and property 
of a retail establishment, and shall not 
include such employees as porters, ele- 
vator operators, janitors and cleaners. 

(f) Outside service employee. The 
term “outside service employee” as used 
herein shall mean an employee engaged 
primarily in delivering, installing or 
servicing merchandise outside the store, 
and shall include stable and garage 
employees. 

(g) Watchman. The term “watch- 
man” as used herein shall mean an em- 
ployee engaged primarily in safeguard- 
ing the premises and property of a 
retail establishment. 

(h) Junior employee. The term 
“junior employee” as used herein shall 
mean an employee under eighteen (18) 
years of age. ; 

(i) Apprentice employee. The term 
“apprentice employee” as used herein 
shall mean an employee with less than 
six (6) months’ experience in any divi- 
sion of the retail trade. 

(j) Part-time employee. The term 
“part-time employee” as used herein 
shall mean an employee who works for 
less than the maximum work week. 
Section 6. South. 

The term “South” as used herein 
shall mean Virginia, West Virginia, 
Maryland, North Carolina, South Caro- 
lina, Georgia, Florida, Kentucky, Ten- 
nessee, Alabama, Mississippi, Arkan- 
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sas, Louisiana, Oklahoma, Texas and 
the District of Columbia. 


Section 7. Population. 

Population shall be determined by 
reference to the Fifteenth Census of 
the United States (U. S. Department of 
Commerce Bureau of Census, 1930.) 


ARTICLE III. 
EFFECTIVE DATE. 


The effective date of this Code shall 
be the second Monday after its ap- 
proval by the President of the United 
States. 


ARTICLE IV. 
GENERAL LABOR PROVISIONS 


Section 1 Collective bargaining. 

(a) Employees shall have the right 
to organize and bargain collectively 
through representatives of their own 
choosing, and shall be free from inter- 
ference, restraint, or coercion of em- 
ployers of labor, or their agents, in the 
designation of such representatives or 
in self-organization or in other con- 
certed activities for the purpose of col- 
lective bargaining or other mutual aid 
or protection. 

(b) No employee and no one seeking 
employment shall be required as a con- 
dition of employment to join any com- 
pany union or to refrain from joining, 
organizing or assisting a labor organi- 
zation of his own choosing. 

(c) Employers shall comply with the 
maximum hours of labor, minimum 
rates of pay, and other conditions of 
employment, approved or _ prescribed 
by the President. 


Section 2—Child labor 

On and after the effective date of 
this Code, no person under the age of 
sixteen (16) years shall be employed 
by any retailer, except that persons 
fourteen (14) and fifteen (15) years 
of age may be employed either, 

(a) For a period not to exceed three 
(3) hours per day on six (6) days per 
week; or 

(b) For one day per week, such day 
not to exceed eight (8) hours. 

In either case, all such hours of 
work shall be between 7 a. m. and 7 
p.- m., and shall not conflict with the 
employee’s hours of day school. 

It is further provided, that where a 
State law prescribes a higher minimum 
age no person below the age specified 
by such State law shall be employed 
within such State. 


ARTICLE V. 
STORE HOURS AND HOURS OF 
LABOR 
Section 1. Basic store and working 


hours. 
On and after the effective date of | 








this Code, establishments in the retail 
trade shall elect to operate upon one 
of the following schedules of store 
hours and hours of labor: 

Group A. Any establishment may 
elect to remain open for business less 
than fifty-six (56) hours but not less 
than fifty-two (52) hours per week, 
unless its store hours were less than 
fifty-two (52) hours prior to June 1, 
1933, in which case such establishment 
shall not reduce its store hours; no em- 
ployee of these establishments shall 
work more than forty (40) hours per 
week, nor more than eight (8) hours 
per day, nor more than six (6) days 
per week. 

Group B. Any establishment may 
elect to remain open for business fifty- 
six (56) hours or more per week but 
less than sixty-three (63) hours per 
week; no employee of such establish- 
ment shall work more than forty-four 
(44) hours per week, nor more than 
nine (9) hours per day, nor more than 
six (6) days per week. 

Group C. Any establishment may 
elect to remain open for business sixty- 
three (63) hours or more per week; 
no employee of such_ establishment 
shall work more than forty-eight (48) 
hours per week, nor more than ten 
(10) hours per day, nor more than six 
(6) days per week. 

No employee shall work for two or 
more establishments a greater number 
of hours, in the aggregate, than he 
would be permitted to work for that 
one of such establishments which oper- 
ates upon the lowest schedule of work- 
ing hours. 

No employee not included in the fore- 
going paragraphs, and not specifically 
excepted hereinafter, shall work more 
than forty (40) hours per week, nor 
more than eight (8) hours per day, nor 
more than six (6) days per week. 


Section 2—Schedule of hours to be 
posted. 


On or within one week after the ef- 
fective date of this Code every retail 
establishment shall designate under 
which of the groups set forth in the 
preceding section it elects to operate 
and shall post and maintain in a con- 
spicuous place in the store a copy of 
such election showing its store hours 
and employee working hours. 


Section 3—Changes in store hours 
and employee working hours. 


No establishment may change from 
one group in which it has elected to 
operate except upon Dec. 31 of every 
year. 

Any establishment, however, may at 
any time increase its store hours, pro- 
vided it maintains the basic work week 
of the group in which it originally 
elected to operate. 
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Any establishment may, for a period 
not to exceed three (3) months during 
the Summer, temporarily reduce its 
store hours but the weekly wages of 
its employees shall not on that account 
be reduced. 


Section 4—Exceptions to maximum 
hours of labor. 


(a) Professional persons, outside 
salesmen, outside collectors, watchmen 
and store detectives. The maximum 
hours of labor prescribed in Section 1 
of this article shall not apply to pro- 
fessional persons employed and work- 
ing at their profession, or to outside 
salesmen, outside collectors, watchmen 
and store detectives. 

(b) Maintenance and outside service 
employees. Maintenance and outside 
service employees may work four (4) 
hours per week in addition to the maxi- 
mum hours prescribed in Section 1 of 
this article, or more, provided they are 
paid at the rate of time and one-third 
for all hours over such additional four 
(4) hours per week. 

(c) Executives. Subject to the con- 
ditions set forth in Section 4 of this 
article, executives receiving $35.00 or 
more per week in cities of over 500,000 
population, or receiving $30.00 or more 
per week in cities of 100,000 to 500,- 
000 population, or receiving $27.50 or 
more per week in cities of 25,000 to 
100,000 population, or receiving $25.00 
or more per week in cities, towns and 
villages and other places under 25,000 
population, may work in excess of the 
maximum hours prescribed in Section 
1 of this article. 

(d) Peak Periods. At Christmas, 
inventory and other peak times, for a 
period not to exceed two (2) weeks in 
the first six (6) months of the calendar 
year and not to exceed three (3) weeks 
in the second six (6) months, an em- 
ployee whose basic work week is forty 
(40) hours may work not more than 
forty-eight (48) hours per week and 
nine (9) hours per day; an employee 
whose basic work week is forty-four 
(44) hours may work not more than 
fifty-two (52) hours per week and nine 
and one-half (9%) hours per day; an 
employee whose basic work week is 
forty-eight (48) hours may work not 
more than fifty-six (56) hours per 
week and ten (10) hours per day. All 
such work may be without the pay- 
ment of overtime. 


Section 5—Limitation upon number 
of persons working unrestricted 
hours. 


Notwithstanding any provisions of 
the foregoing sections of this article, 
no establishment comprised of twenty 
(20) workers or less, whether or not 
such workers are executives, proprie- 
tors, partners, or persons not receiving 
monetary wages, shall be permitted to 
exempt from all restrictions upon hours 
of labor more than one worker (except 
professional persons, outside salesmen, 
collectors, watchmen and store detec- 
tives) for every five (5) workers or 
fraction thereof. No establishment of 








more than twenty (20) workers shall 
be permitted to exempt from all re- 
strictions upon hours of labor more 
than one worker (except as above), for 
every five (5) workers for the first 
twenty (20) workers, and more than 
one worker (except as above) for every 
ten (10) workers above twenty (20). 

Section 6—Hours of work to be con- 
secutive. The hours worked by any 
employee during each day shall be con- 
secutive, provided that an interval not 
longer than one hour may be allowed 
for each regular meal period, and such 
interval not counted as part of the 
employee’s working time. Any rest 
period which may be given employees 
shall not be deducted from such em- 
ployee’s working time. 

Section 7—Extra working hour on 
one day a week. On one day each week 
employees may work one extra hour, 
but such hour is to be included within 
the maximum hours permitted each 
week. 

Section 8—Conflict with State laws. 
When any State law prescribes for any 
class of employees shorter hours of 
labor than those prescribed in this ar- 
ticle, no employee included within such 
class shall be employed within such 
State for a greater number of hours 
than such State law allows. 


ARTICLE VI. 
WAGES 


Section 1—Basic Schedules of Wages. 


On and after the effective date of 
this Code, the minimum weekly rates 
of wages which shall be paid for a 
work week as specified in Article V 
shall be as follows: 

(a) Within cities of over 600,000 
population, no employee shall be paid 
less than at the rate of $14.00 per week 
for forty (40) hour work week, or less 
than at the rate of $14.50 per week 
for a forty-four (44) hour work week, 
or less than at the rate of $15.00 per 
week for a forty-eight (48) hour work 
week, 

(b) Within cities of from 100,000 to 
500,000 population, no employee shall 
be paid less than at the rate of $13.00 
per week for a forty (40) hour work 
week, or less than at the rate of $13.50 
per week for a forty-hour (44) hour 
work week, or less than at the rate of 
$14.00 per week for a forty-eight (48) 
hour work week. 

(c) Within cities of from 25,000 to 
100,000 population, no employee shall 
be paid less than at the rate of $12.00 
per week for a forty (40) hour work 
week, or less than at the rate of $12.50 
per week for a forty-four (44) hour 
work week, or less than at the rate of 
$13.00 per week for a forty-eight (48) 
hour work week. 

(d) Within cities, towns, villages 
from 2500 to 25,000 population, the 
wages of all classes of employees shall 
be increased from the rates existing on 
June 1, 1933, by not less than twenty 
(20) per cent, provided that this shall 
not require an increase in wages to 
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more than the rate of $11.00 per week 
and provided further that no employee 
shall be paid less than at the rate of 
$10.00 per week. 

(e) Within towns, villages and other 
places with less than 2500 population, 
the wages of all classes of employees 
shall be increased from the rates exist- 
ing on June 1, 1933, by not less than 
twenty (20) per cent, provided that 
this shall not require an increase in 
wages to more than the rate of $10.00 
per week. 

The minimum wages of professional 
persons, outside salesmen, outside col- 
lectors, watchmen and store detectives 
shall be upon the basis of a forty-eight 
(48) hour employee work week. The 
minimum wages of maintenance and 
outside service employees shall be upon 
the basis of the basic employee work 
week upon which the establishment by 
which they are employed has elected to 
operate. 


Section 2—Juniors and apprentices. 


Junior employees may be paid for 
the first six (6) months of their em- 
ployment at the rate of $2.00 less per 
week than the minimum wage other- 
wise applicable; apprentice employees 
may be paid at the rate of $1.00 less 
than the minimum wage otherwise ap- 
plicable; it is provided, however, that 
the number of employees classified as 
junior and apprentice employees com- 
bined, shall not exceed a ratio of one 
such employee to every five employees 
or fraction thereof up to twenty (20), 
and more than one such employee for 
every ten (10) employees above twenty 
(20). 


Section 3—Part-time employees. 


Part-time employees shall be paid 
not less than at an hourly rate pro- 
portionate to the rate specified in Sec- 
tion 1 of this article for the basic em- 
ployee work week upon which the es- 
tablishment by which they are em- 
ployed has elected to operate. 


Section 4—Southern wage differen- 
tial. 


In the South all minimum wages 
specified in the foregoing sections may 
be at the rate of $1.00 less per week. 


Section 5—Weekly wages above mini- 
mum not to be reduced. 


The weekly wages of all employees 
receiving more than the minimum 
wages specified in this article shall not 
be reduced, notwithstanding any re- 
duction in the number of working hours 
of such employees. 


Section 6—Conflict with State laws. 


When any State law prescribes for 
any class of employees of either sex a 
higher minimum wage than that pre- 
scribed in this article, no employee of 
such class of either sex employed with- 
in that State shall be paid less than 
such State law requires. 





[TURN TO PAGD 82, PLEASE] 
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CALLUNA 





1. MILLER uses Colluna Kid, with its modish ribs 

and its heothery splashes of color in black, rich 

brown, or neutral grey in this afternoon oxford 

shown here. It is named “Concho” on last 160, 
j and the Calluna is trimmed with glazed kid and 
@ touch of bow. 





MAILLOT shows this elegant handbag in Calluna Kid. The fine 
designing, the use of two metal lift locks and principally 
the rich ribbed quality of the Calluna Kid make this 
a really distinguished handbag. Matching 
handbags to go with oxfords or pumps 
of Calluna (indeed a beautiful 
combination) are shown 
at Saks. 





FASHION PLATE—Johnson Stephens & Shinkle Co. 
shows this model using as its fundamental beauty 
the ribbed design inherent in Calluna Kid. A simple 
matching eel grey kid tip, saddle and heel cover 
are the sole notes to accent the charm of the 
grey Calluna. This Blucher Oxford is named 
“El-Mar” and carries a 19/8 boulevard heel. 














PALTER DE LISO, INC. uses the new Colluno Kid in 
either black, or in exquisite shades of the new Fall 
colors (brown or grey). The Colluna in this pump 
is set off by a color-motching glazed kid 
trimming, saw-toothed all around (and 
perforated at the toe). The smart 4 
little bow lightly soves the pump 3 


from a “too strict” formality. 








These shoes (above) are the 
products of only a few of those 
manufacturers whom we are proud 
to list as users, and sponsors, of 
Calluna Kid, manufacturers who mirror 

the enthusiasm shown in Paris (did you see the 
New York Times’ Paris dispatch of Septem- 
ber 10th?) for this unusual, beautiful finish. 


Kidskin, of course, has always been supreme 

in women’s shoes, its comfort and wear- 

ing qualities unequalled. But here is a kid- 
skin that out-smarts the smartest reptile or 
fabric finish: Strikingly, beautifully ribbed, 
it comes in a rich black . . . an exquisitely 
chosen brown...or in a sophisticated grey. 
Each skin is flecked with diverting splashes 
of seeming sunlight. The effect of Calluna 
is that of an alluring “tweedy, heathery” 
fabric. Retailers should make a special effort 
to see Calluna Kid, both on account of its 
beauty and sales appeal, on account of its 
overwhelming acceptance by fashion 
authorities, and because it offers “some- 
thing new and better” to replace the, 
overly used “NRA” as a reason for’ 
higher prices. Examine Calluna Kid at 

















DELMAN shows this clossic pump in Calluna Kid 
set off by saw-toothed perforated gunmetal trim- 
ming ond on exquisitely placed little side buckle. 
The Delman creations come in the three color 
effects in which Calluna is made—in black, a 
rich brown, or o neutral grey. 





PEDEMODE— Grossman, inc., presents this creation 
in Calluna Kid. It is trimmed with brown kid or 
calf. The modern design of this step-in (which 
utilizes the scintillating ribbed attractiveness of 
Calluna Kid as its main element) is bound to 
find high favor among shoe- buyers. Pedemode 
calls this model “Classic”. 

















LA VALLE shows this dress oxford for Saks, o 
charming smart creation for afternoon wear. 
It uses Calluna Kid, trimmed with glozed 
kid, the trimming supporting a four-eyelet 
tie. It will come in the three high fashion 
colors in which Calluna is being finished. 





the Leather Show, Hotel Astor, 
Oct. 2nd, 3rd... at Booth 
Number 13. While there, you 
canalsoseethe other carefully 
and precisely tanned Surpass 
upper and lining offerings 
for the coming season. 


SURPASS 
LEATHER CO. 














REED'S Elfin Shoe made by the SBICCA method 
is @ two-eyelet tie showing a delightful use of 
Calluno Kid. The perforated trimming with pinked 
edging of brown kid or calf, harmonizes with 
the lighter brown of the Calluna. 
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Code for Retail Trade Made Public 


[CONTINUED FROM PAGE 30] 


ARTICLE VII. 


LIMITATIONS TO PRICE IN- 
CREASES AND PRIOR 
CONTRACTS 


Section 1—Limitation upon price in- 
creases. 


No retailer shall increase the price 
of any merchandise sold after the effec- 
tive date of this Code over the price 
existing June 1, 1933, by more than is 
made necessary for the amount of in- 
creases in production, operating, re- 
placement, and/or invoice costs of mer- 
chandise, and/or by taxes or other 
costs resulting from action taken pur- 
suant to the National Industrial Re- 
covery Act and/or the Agricultural 
Adjustment Act since June 1, 1933, and 
in setting such price increases retailers 
shall give full weight to probable in- 
creases in sales volume. It is provided, 
however, that if any price on June 1, 
1933, was a distress price, an equitable 
adjustment may be made. 


Section 2—Adjustment of prior con- 
tracts. 


Where costs of executing contracts 
entered into before June 16, 1933, by 
any retailer for the purchase of goods 
at fixed prices for delivery during the 
duration of this Code are increased by 
the application of the provisions of the 
National Industrial Recovery Act and/ 
or the Agricultural Adjustment Act, it 
is deemed equitable and promotive of 
the purposes of the Act, that appropri- 
ate adjustments of such contracts to 
reflect such increased costs actually in- 
curred be arrived at by mutual agree- 
ment or arbitral proceedings or other- 
wise, and the National Retail Trade 
Council provided for in Article X here- 
inafter is constituted an agency to as- 
sist in effecting such adjustments. 


ARTICLE VIII 
STOP-LOSS PROVISION 


Section 1—Stop-loss provision. 


In order to check predatory price 
cutting and minimize retail operating 
losses resulting therefrom, and in order 
to assure that the retailer shall be at 
least partially compensated for the 
service he renders the consumer, on 
and after the effective date of this Code 
no retailer shall offer for sale, sell, ex- 
change, or give away any merchandise, 
except as provided in Section 2 of this 
article and in Schedule A hereafter, 
below a minimum price which shall be 
the wholesale delivered price as here- 
inafter defined with the addition of a 
charge of ten (10) per cent. 

“Wholesale delivered price” as used 
herein means the lowest gross billing 
price, as of any date within thirty (30) 
days prior to the date of resale, made 
to any retailer in the given market area 
less only such discounts as are extended 
to all retailers and plus delivery costs 
paid by the retailer. 








Section 2—Exceptions. 

Notwithstanding the provisions of 
the preceding section, any retailer may 
sell at less than the prices specified 
above, merchandise sold at a bona fide 
clearance, if advertised, marked and 
sold as such; highly perishable mer- 
chandise, which must be promptly sold 
in order to forestall loss; imperfect, or 
actually damaged merchandise clearly 
advertised, marked and sold as such; 
bona fide discontinued lines of mer- 
chandise clearly advertised, marked 
and sold as such; merchandise sold 
upon the complete, final liquidation of 
any business; merchandise sold in 
quantity on contract, not for resale and 
not for redistribution to individuals; 
and merchandise sold or donated for 
charitable purposes or unemployment 
relief agencies. 


ARTICLE IX. 
TRADE PRACTICES 


Section 1—Advertising and selling 

methods. 

All retailers shall comply with the 
following trade practices: 

(a) No retailer shall use advertis- 
ing, whether printed, radio or display 
or of any other nature, which is inac- 
curate in any material particular or 
misrepresents merchandise (including 
its use, trade-mark, grade, quality, 
quantity, size, origin, material, con- 
tent, preparation or curative or thera- 
peutic effect) or credit terms, values, 
policies or services; and no retailer 
shall use advertising and/or selling 
methods which tend to deceive or mis- 
lead the customer. 

(b) No retailer shall use advVertis- 
ing which refers inaccurately in any 
material particular to any competitor 
or his merchandise, prices, values, 
credit terms, policies or services. 

(c) No retailer shall use advertising 
which lays claim to a policy or con- 
tinuing practice of generally undersell- 
ing competitors. 

(d) No retailer shall secretly give 
anything of value to the employee or 
agent of a customer for the purpose of 
influencing a sale, or in furtherance of 
a sale render a bill or statement of ac- 
count to the employee, agent or cus- 
tomer which is inaccurate in any mate- 
rial particular. 


Secton 2—NRA label. 


No retailer shall purchase, sell or 
exchange any merchandise manufac- 
tured under a Code of Fair Competi- 
tion which requires such merchandise 
to bear an NRA label, unless said mer- 
chandise bears such label. Any re- 
tailer rightfully possessing the Blue 
Eagle insignia of the NRA who has in 
stock or purchases similar merchandise 
which has been manufactured before 
the effective date of the Code of Fair 
Competition requiring such merchan- 
dise to bear an NRA label may attach 
thereto a Blue Eagle label. 
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Section 3—Company scrip. 


No retailer shall accept as payment 
for merchandise any non-negotiable 
scrip, company checks or other evi- 
dence of wage payment issued by any 
individual or private, non-charitable 
organization in payment of wages or 
as an advance upon unearned wages. 
A negotiable instrument issued by any 
individual or private, non-charitable 
organization in payment of wages shall 
be accepted only if it is payable in 
cash within one month of the date of 
issue. This paragraph shall not apply 
in cases where the cash funds of any 
individual or organization are render- 
ed temporarily unavailable due to the 
closing by State or Federal order of 
the bank in which such funds are de- 
posited. 

No retailer shall extend credit in the 
form of goods, money or services to any 
person, other than its own employees 
engaged exclusively in the retail trade, 
upon any employer’s guaranty of part 
or all of said persons’s future wages 
or pursuant to a wage deduction ar- 
rangement entered into with said em- 
ployer, unless an identical guaranty or 
wage deduction arrangement is avail- 
able to all retailers. 


Section 4—Prison-made goods. 


On and after the effective date of 
this Code no retailer shall buy or con- 
tract to buy any merchandise produced 
in whole or in part in any penal or re- 
formatory institution or by the inmates 
thereof. After May 31, 1934, no re- 
tailer shall sell or offer for sale such 
merchandise. Nothing in this section, 
however, shall affect contracts made 
with respect to such merchandise be- 
fore the approval of this Code by the 
President of the United States. 


ARTICLE X.. 
ADMINISTRATION 


Section 1—Retail Trade Authority. 


The Retail Trade Authority shall 
consist of the Administrator or his 
deputy, and three members appointed 
by the President of the United States, 
who shall advise and assist the Admin- 
istrator or his deputy. Members of 
the Retail Trade Authority shall be 
members, without vote, of the National 
Retail Trade Council provided for here- 
inafter. 


Section 2—National Retail Trade 
Council. 


(a) Composition. The National Re- 
tail Trade Council shall consist of at 
least one, but not more than three rep- 
resentatives from each of the following 
divisions of the retail trade: Dry 
Goods, Furniture, Hardware, Limited 
Price Variety, Mail Order, Men’s 
Clothing and Furnishings, Music, 
Shoes and such other major divisions 
as the Administrator may hereafter 
designate. 

Such representatives shall be elected, 
in accordance with a fair method ap- 
proved by the Administrator, by the 
national trade associations represent- 
[TURN TO PAGE 35, PLEASE] 




















IT TAKES LONG FIBRES 


The hemp that goes through this shredding ma- 
chine and into the manufacture of Spaulding 
Counters isn’t just any kind of hemp. It’s long-fibre 
hemp. We insist on long fibres to give Spaulding 
Counters extra strength, just as we insist on imported 
flax for greater resilience. Fussy? Sure!—because 
only care like this produces a counter so flexible and 
so strong, so perfectly bevelled at the top edge, so 
exactly moulded to the last. Only this gives your 
customers such assurance of “happy heels.” 


SEAULDING' 


Counters 














NO OTHER PART OF THE SHOE MEANS SO MUCH 
AND COSTS SO LITTLE 








COMEBACK CUSTOMERS - 


—and those happy heels depend upon the counters in the shoes you sell. 

poorly skived, stiff counter can blister a heel in ten minutes. A counter that 
doesn’t fit may twist backseams, put a shoe off-balance, and keep your cus- 
tomer running to the cobbler. A counter witnout real muscle in the heel-sear 
may sag like a flat tire. Fortunately for you, Spaulding Counters are your 
best protection against all these risks. This is due partly to better materials, 
partly to patented manufacturing methods which enable us to mould the only 
counters that will cling exactly to the last at every point. Best of all, a counter 
is in itself such an inexpensive item that a thousand pairs of Spaulding 
Counters may cost far less than one blistered heel. How’s that for insurance? 


Better tell your manufacturer to put Spaulding Counters in your shoes from 


SPECIFY 
SEAULDINGS 


Counters 


now on. 


Poor-fitting counters may mean 
twisted backseams—an _ unbal- 
anced shoe—run-down heels— 
and repair bills for your cus- 
tomers. 


Spaulding Counters assure 
straight backseams—perfect bal- 
ance — longer wear — because 
they're made to fit! 





Sihiimaichiloid ee Mcaseicsi ih ili akin patina Stink 








- 
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Code for Retail Trade 


[CONTINUED FROM PAGE 32] 


ing the above divisions of the retail 
trade and presenting this Code or here- 
after subscribing to it. Where more 
than one national trade association 
claims to represent a single division of 
the retail trade the Administrator 
shall, for the purpose of establishing 
the membership of the National Retail 
Trade Council in the first instance, de- 
termine whether such associations are 
truly representative and what shall be 
the number and proportionate vote of 
such associations upon the Council; 
after the initial establishment of the 
Council such decisions shall be made 
by the Council subject to an appeal to 
the Administrator. Regardless of the 
number of its representatives each divi- 
sion of the retail trade shall have one 
vote in all action taken by the National 
Retail Trade Council. 


(b) General Powers. The National 
Retail Trade Council shall, in addition 
to the specific powers herein conferred, 
have all general powers necessary to 
assist the Administrator or his deputy 
in the administration and enforcement 
of this Code. 


(c) Reports and Investigations. The 
National Retail Trade Council shall, 
subject to the approval or upon the 
request of the Administrator, require 
from all retailers such reports as are 
necessary to effectuate the purposes of 
this Code and may, upon its own in- 
itiative or upon complaint of any per- 
son affected, make investigation as to 
the functioning and observance of any 
provisions of the Code and report the 
results of such investigation to the Ad- 
ministrator. 


(d) Recommendations. The National 
Retail Trade Council may from time 
to time present to the Administrator 
recommendations (including interpre- 
tations) based on conditions in the 
trade, which will tend to effectuate the 
operation of the provisions of this Code 
and the policy of the National Indus- 
trial Recovery Act. Such recommenda- 
tions shall, upon approval by the Ad- 
ministrator, become operative as part 
of this Code. 

(e) Local Committees. .The National 
Retail Trade Council shall, subject to 
approval of the Administrator, super- 
vise the setting up within local trading 
areas of local committees for the pur- 
pose of assisting in the administration 
and enforcement of this Code within 
such local areas. 

(f) Expenses. The expenses of the 
National Retail Trade Council shall be 
equitably assessed and collected by the 
Council, subject to the approval of the 
Administrator. 


Section 3—Regional Advisory Com- 
mittee. 


Each division of the retail trade rep- 
resented upon the National Retail 








Trade Council shall, through its na- 
tional associations, and subject to the 
approval of the Administrator, appoint 
annually a Regional Advisory Com- 
mittee consisting of one member ap- 
pointed from and representing each 
major geographical section of the coun- 
try as established by Federal Reserve 
Districts. It shall be the function of 
the Regional Advisory Committee to 
serve in an advisory capacity to the 
Administrator and to the National Re- 
tail Trade Council on matters pertain- 
ing to the administration of this Code 
in the respective districts. The Com- 
mittee shall meet subject to the call of 
the Administrator, the National Retail 
Trade Council or the Committee’s 
chairman. 


Section 4—National Retail Econom- 
ics Board. 


The National Retail Economics 
Board shall consists of five (5) mem- 
bers appointed by the President of the 
United States or by the Administrator. 
Such Board shall observe and study 
the economic effects and results of the 
various provisions of this Code and 
shall report from time to time to the 
Administrator. 


Section 5—Interpretations. 


The Administrator may from time 
to time, after consultation with the Na- 
tional Retail Trade Council, issue such 
administrative interpretations of the 
various provisions of this Code as are 
necessary to effectuate its purposes, 
and such interpretations shall become 
operative as part of this Code. 


Section 6—Exceptions in cases of un- 
usual or undue hardship. 


Where the operation of the provi- 
sions of this Code impose an unusual 
or undue hardship upon any retailer or 
group of retailers, such retailer or 
group of retailers may make applica- 
tion for relief to the Administrator or 
to his duly authorized agent, and the 
Administrator or his agent may, after 
such public notice and hearing as he 
may deem necessary, grant such excep- 
tion to or modification of the provi- 
sions of this Code as may be required 
to effectuate the purpose of the Na- 
tional Industrial Recovery Act. 


ARTICLE XI. 
GENERAL 


Section 1. 


Membership in the national retail 
associations represented upon the Na- 
tional Retail Trade Council shall be 
open to all retailers of that division 
of the retail trade which said associ- 
ations respectively represent and said 
associations shall impose no inequi- 
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table restrictions upon admission to 
membership therein. 


Section 2. 


The provisions of this Code shall not 
be interpreted or applied to promote 
monopolies or monopolistic practices or 
to eliminate or oppress small enter- 
prises or to discriminate against them. 


Section 3. 


No retailer shall use any subterfuge 
to frustrate the spirt and intent of this 
Code, which is, among other things, to 
increase employment by universal cove- 
nant, to remove obstructions to com- 
merce, to shorten hours of work and to 
raise wages to a living basis. 


Section 4. 


This Code and all the provisions 
thereof are expressly made subject to 
the right of the President, in accord- 
ance with the provisions of Section 10 
(b) of Title I of the National Indus- 
trial Recovery Act, from time to time 
to cancel or modify any order, ap- 
proval, license, rule or regulation, is- 
sued under Title I of said Act. 


Section 5. 


By presenting this Code the retailers 
as represented by their associations do 
not consent to any modification there- 
of, except as provided in Article X, 
Section 2 (d), without public notice and 
due opportunity to be heard. 


Section 6. 


Such of the provisions of this Code 
as are not required to be included here- 
in by the National Industrial Recovery 
Act may, with the approval of the 
President, be modified or eliminated as 
changes in conditions or experience 
may indicate. It is contemplated that 
from time to time supplementary pro- 
visions to this Code or additional codes 
will be submitted for the approval of 
the President to prevent unfair com- 
petitive practices and to effectuate the 
other purposes and policies of Title I 
of the National Industrial Recovery 
Act. 


Section 7. 


This Code shall continue in effect 
until June 16, 1935, or the earliest date 
prior thereto on which the President 
shall by proclamation, or the Congress 
shall by joint resolution, declare that 
the emergency recognized by Section 1 
of the National Industrial Recovery 
Act has ended, provided, however, that 
if on or prior to June 16, 1935, the as- 
sociations presenting this Code shall 
request in writing that the same shall 
be continued, then this Code shall con- 
tinue in effect until the expiration of 
the time contained in such request or 
the earliest date prior thereto that the 
said emergency shall have been de- 
clared ended in the manner herein first 
above stated. 
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SCHEDULE “A” 


SUPPLEMENTAL PROVISIONS AP- 
PLICABLE ONLY TO THE RETAIL 
DRUG TRADE AND TO CERTAIN 


OTHER RETAILERS IN _ SPECI- 


FIED CASES 


In addition to the foregoing provi- 
sions of this Code, the following sup- 
plemental provisions shall apply to the 
retail drug trade and to certain other 
retailers 
herein. 


SECION 1 
DEFINITIONS 


(1) Retail drug trade. 

The term “retail drug trade” as 
used herein shall mean all selling to 
the consumer and not for purposes of 
resale of drugs, medicines, cosmetics, 
toilet preparations, drug sundries and/ 
or allied items in the continental 
United States. 

(2) Drug retailer. 

The term “drug retailer” as used 
herein shall mean any individual or or- 
ganization engaged in the retail drug 
trade. 

(3) Retail drug establishment. 

The term “retail drug establish- 
ment” as used herein shall mean any 
store or department of a store engaged 
in the retail drug trade. 


(4) Drug. 

The term “drug” as used herein shall 
mean all medicinal substances and 
preparations recognized in the United 
States Pharmacopoeia and National 
Formulary or any supplements thereto, 
and all substances and preparations in- 
tended for external or internal use in 


the cure, mitigation, treatment, or pre- | 


vention of disease in man or other ani- 
mals, and all substances and prepara- 
tions, other than food (but including 


medicinal or quasimedicinal prepara- | 


tions, such as those sold or produced 
primarily for their vitamin content), 
intended to affect the structure or any 
function of the body of man or other 
animals. 


(5) Cosmetics and toilet prepara- 
tions. 

The term “cosmetics” and the term 
“toilet preparations” as used herein 
shall mean “toilet articles” and per- 
fumes, toilet waters, face powders, face 
creams, rouges, shaving creams, denti- 
frices, perfumes, soaps, and similar 
substances and preparations designed 
and intended for application to the per- 
son for the purpose of cleansing, im- 
proving the appearance of, refreshing 
or preserving the person. 


(6) Drug sundries. 

The term “drug sundries” as used 
herein shall mean such articles as are 
used in conjunction with but not in- 
cluded in “drugs,” “cosmetics,” or 
“toilet preparations.” 


(7) Registered pharmacisi, assistant 
pharmacist, opprentice pharma- 

cist. 
The terms “registered pharmacist,” 
“assistant pharmacist” and “appren- 


in specified cases as noted 


| tice pharmacist” as used herein shall 


| have the meaning given to them under 








| for less than eight (8) hours; no em- 





| 








the laws of the respective States of the 
United States and of Alaska. 


(8) Curb boys or girls. | 


The term “curb boys or girls” as | 
used herein shall mean employees en- | 
gaged exclusively in serving curb cus- 
tomers. 


| 


SECTION 2 


STORE HOURS AND HOURS OF | 
LABOR 


(1) Group D, for retail drug estab- 
lishments. 


In place of any of the schedules of 
store hours and hours of labor set forth 
in Article V, Section 1 above, retail 
drug establishments may elect to re- 
main open for business seven (7) days 
a week for a total of eighty-four (84) 
hours or more per week, but on no day 


ployee of such establishment shall work 
more than fifty-six (56) hours per 
week, nor more than ten (10) hours 
per day, nor more than thirteen (13) 
days in any two consecutive weeks. 


(2) Exception in case of pharma- 
cists. 


The maximum hours of labor pre- 
scribed in Article V above and in para- 
graph (1) of this section shall not ap- 
ply to registered pharmacists, assistant 
pharmacists, and apprentice pharma- 
cists, employed and working as such, 
who may work ten (10) per cent above 
the maximum hours otherwise appli- 
cable, or more in cases of emergency. 


SECTION 3 
WAGES 


(1) Basic rates for retail drug es- 
tablishments electing to operate 
in Group D. 


No employee of a retail drug estab- 
lishment which has elected to operate 
in Group D as set forth above, shall 
be paid for a fifty-six (56) hour work 
week less than at the rate of $16.00 
per week in cities of over 500,000 popu- 
lation, or less than at the rate of $15.00 
per week in cities of from 100,000 to 
500,000 population, or less than at the 
rate of $14.00 per week in cities of 
from 25,000 to 100,000 population. In 
cities, towns and villages of from 2500 
to 25,000 population, the wages of all 
classes of employees of such establish- 
ments shall be inereased from the rates 
existing on June 1, 1933, by not less 
than twenty (20) per cent, provided 
that this shall not require an increase 
in wages to more than the rate of 
$11.00 per week and provided further 
that no employee shall be paid less than 
at the rate of $10.00 per week. In 
towns, villages and other places with 
less than 2500 population, the wages of 
all classes of employes of such estab- 
lishments shall be increased from the 
rates existing on June 1, 1933, by not 
less than twenty (20) per cent, pro- 
vided that this shall not require an in- 
crease in wages to more than the rate 
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of $10.00 per week. 














(2) Exception for establishments 
employing curb boys or girls. 
The minimum wages prescribed in 
Article VI above and paragraph (1) 
of this section shall not apply to curb 
boys or girls employed by retail drug 
[TURN TO PAGE 44, PLEASE] 





For Hunting Season 
[CONTINUED FROM PAGE 17] 


Arkansas consume many boots in the 


| oil fields and lumber industries and for 


other outdoor workers. Georgia and 
the Carolinas have plenty of bird and 
duck shooting which require boots. 

Pennsylvania, New Jersey and New 
York use boots very largely for hunt- 
ing purposes. Northern New England 
and New York State are accepted high- 
cut boot territory on account of the 
heavy snows and the extensive hunting. 
Nearly every one in the rural sections 
has at least one pair of serviceable 
boots. 

Upper Michigan, Wisconsin, Min- 
nesota and west to the Coast comprise 
snow country and consequently are 
good boot territory. On the West 
Coast, north of San Francisco, and in 
the oil country to the south, boots are 
a part of the outdoor man’s everyday 
needs. The corn belt, too, finds many 
fairly consistent users of boots, even 
though the farmers are not wearing 
them as heretofore. 

Sales of high cut boots are limited in 
the larger cities to those stores which 
specialize in catering to the needs of 
the active sporting element. 





Use Selling Principles 
[CONTINUED FROM PAGE 19] 


does not mean you should shout with 
type that deafens. This is not persua- 
sive selling or sound advertising. You 
wouldn’t resort to this policy in your 
store and your advertising should al- 
ways reflect store practice. 

“Black units, heavy in mass, leave 
the eye weary and instead of attract- 
ing attention have the opposite effect. 
Favorable impressions are the only 
type to register. When white space is 
used with knowledge and experience, 
it frequently has more attention value 
than heavy black type and captions. 

“Retain interest in your copy. TIIlus- 
trations cleverly used will incite inter- 
est especially when related to a fashion 
trend. 

“Tf possible coordinate local news into 
your copy. Not as a steady diet, but 
when it is of enough importance to 
attract the reader’s eye. 

“Don’t be afraid to use a head on 
your ad that is away from the same 
old hackneyed variety. If it’s clever 
and smartly phrased you'll gain by 
the effort expended in developing it. 
It’s astounding the importance of a good 
head, it pulls the reader into the sell- 
ing features of the layout. Don’ be flip- 
pant or attempt to mislead the cus- 
tomer. You’ll destroy the very purpose 
of your advertising, building confidence 
in your store shoes and service.” 
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| KNOW. YOU NEED SPECIAL 
MEASUREMENTS. TRY WILBUR COON 
SHOES. VERY maida, TOO. 





EXPENSIVE ENOUGH, BUT 
IT S7/LL DOESN'T FIT. 


















No. 2385—Black Glazed Kid...... 
No. 2386—Brown Kid...........- $4. 
Two eyelet cutout blucher, 10 last, 16/8 
seuff-proof Cuban heel. Goodyear 
Welt. AAAA to D. Code: 2385— 

Rocky; 2386—Delmarsh. 













End Needless Foot Pains 
with WILBUR COON SHOES 


All feet aren’t built alike. Of 
course not .. . so standardized 
measurements can’t fit special 
measurement feet. To take care of 
the unusual feet WILBUR COON 


Ne: 257e—Black Oove Calf! $4.30 SHOES have developed Special  { oie ta He ase 
Side Buckl Strap, 10 Last, 16/8 Cov- ° 362 la 15/: 
_ "Teasieennt "iteat rove Mel aa Measurements that bring back cwaed (Cobat heel “leather _* my 2371 4 

































2374) ; ye S os f t to tort d f. t ries une ame 
Aaea toD a > d 0 EEE (no EE). 
‘ode: 2374—Deposit; 2375—Conesus. comtor o torture eet. Code: 2372—Bank; 2371—Rotarian. 





And the New Fall Suedes and Kids 
are designed to give an unusual ef- 

fect of slenderness. 
No. 2896-—Black Ooze Calf. $4.50. 


SIZES 3% to 11 
¢ 4 
No. 2396—Black Glazed Kid. $4.40 Lbart No. ,236!—Brown Seuffed Cork Vamp, 
Po/8. Ooze Covered. Cuban Hi a (Seu sig Eyelet Bluch her Oxford, 364 L 
ioze Cover uban ” cuff- 4 Six Eyele jucher Oxfor: ast, 12/8 
proof on 2306) Goodyear W eee Fork Oiiee Chteage Omics Leather Cuban Heel, ““Wingford "Top 
AAA to EEE (no EE 520 Marbridge Bldg. 506 Security Blds. Goodyear Welt. AAAA to C. $4. 
Code: 2398—Grimes; ”5996—Plymouth 47 W. 34th St. 1898 W. Madison St. Code: Romance. 


































W. B. Coon Co. 
37 Canal Street, Rochester, N. Y. Name 


{] Send New Fall Catalog 

() Put us on your mailing list. 

(0 Send us a pair of No. Size 
ay eee ee, (|) pemmnrmr mere er ret err eee ee 
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When writing advertisers please mention Boot and Shoe Recorder 
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2 GENUINE 
BARBOUR STORMWELT 





cs 
pan a SA annnannee ones 








with Gasket of Rubber 








The choice is yours . Retailer, GENUINE 
BARBOUR STORMWELT is LEATHER—solid 
moulded one-piece construction and the recog- 
nized standard of quality. 

Like every worth-while product it is imitated and 
the substitutes are of necessity all two-unit con- 
\struction with the “gasket” often made of paper, 
-WS @icloth, string, rubber or almost anything that can 


be assembled to LOOK like 
GENUINE STORMWELT 


If you are satisfied to have these inferior substi- 
tutes in your shoes that is distinctly your privilege, 
but if you want GENUINE one-piece LEATHER 
— STORMWELT (patented) specify it by name— » 


Ss <> GENUINE BARBOUR STORMWELT 


MANUFACTURED ONLY BY 


BARBOUR WELTING COMPANY 


BROCKTON, MASS. 7 


SOLE DISTRIBUTORS AND LICENSED MANUFACTURERS FOR ENGLAND 
WELTING LTD., LEICESTER, ENG. 













Artificial Leather with Paper 
Core 
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NATIONAL NEWS 


SATURDAY, SEPTEMBER 30, 1933 


EVERY WEEK 








Progress of Shoe Code 


WASHINGTON, D. C.—There has been 
no undue delay in the normal process 
leading up to approval of the code for 
the Boot and Shoe Manufacturers’ As- 
sociation, according to officials of the 
National Recovery Administration. Al- 
though the code was returned by the 
proponents with the controversial merit 
clause in it, this is not expected to result 
in unusual delay, it was said. 

Whether or not the merit clause will 
be allowed to go into the code in any 
form is, of course, a matter of policy. 
President Roosevelt’s action in striking 
out any qualifying labor clause from 
the bituminous coal code seems to settle 
the question and support Administrator 
Hugh S. Johnson’s earlier decision that 
no more open shop clauses would be 
permitted in codes, regardless of their 
wording. 

It may be said that the question has 
not been entirely settled, for industry 
is making a desperate effort to gain ad- 
ministration approval of a merit clause 
in some form. 

At the office of Deputy Administrator 
C. C. Williams it was said that the dep- 
uty is awaiting final reports from the 
labor, consumer and industrial advisory 
boards before writing his report to Gen. 
Johnson. Deputy Williams himself said 


this report would be placed before Gen. 


Johnson as soon as possible. 





Shoe Dept. Way Ahead 


CLEVELAND, OHI0O—The regular up- 
stairs women’s shoe department of the 
Higbee Co. showed a 100 per cent in- 
crease in business during August, ac- 
cording to J. V. Murphy, buyer. The 
children’s department increased about 
85 per cent. 

Brown suedes are well in the lead, 
says Mr. Murphy, with blacks ranking 
second and eel gray becoming very 





popular. Blue suedes and kid are get- 
ting a good call while mandrucca is do- 
ing well. Some cloth shoes are being 
sold. Ties are in demand from one to 
six eyelet. A surprising increase over 
previous years was noted in the Au- 
gust sales of evening shoes according 
to this buyer. He advises that people 
continue to match their apparel directly 
rather than harmonize the treatment in 
varying shades. 





STYLE CONFERENCE PROGRAM 


NEW YORK—As in past seasons, an attrac- 
tive program treating of style trend, merchandis- 
ing and business conditions, including two unique 
presentations involving men’s and women’s 
shoes, has been arranged by the National Shoe 
Retailers’ Association for the general meeting 
of the Joint Styles Conference, Hotel Astor, New 
York, on Tuesday, Oct. 3. The program as an- 
nounced, is as follows: 


Presiding Chairman, J. Gordon McNeil, gen- 
eral chairman N.S.R.A. Style Committees. 

“The New Era in Business,” A. H. Geuting, 
President, National Shoe Retailers’ Asso- 
ciation. 

“The Leather Industry and Its Affiliations,” 
L. J. Robertson, Chairman of the Board, 
Tanner's Council. 

“Co-ordinating Shoe and Clothing Styles,” 
O. E. Schoeffler, Editor, “‘Men’s Wear,” in 
connection with which there will be an 
unusual presentation of exhibits of new 
shoe and clothing styles. 

“Highlight Phases of Fashion,” Helen Cor- 
nelius, “Harper's Bazaar.” 

“Dressing Miss Democracy Stylefully,” Miss 
Rhea Nichols, Stylist, New York City, who 
will make a unique presentation of new 
styles for Spring, 1934. 

“Business Economics,” Dr. Virgil Jordan, Presi- 
dent, National Industrial Conference Board, 
New York City. 

“N.R.A. ‘Buy Now’ Campaign and the Retail 
Code,” Frank R. Wilson, Chief Organiza- 
tion Board, Public Relations Division, 
N.R.A., Washington, D. C. 





Seen 


Large Payroll Increase 


XENIA, OHIO — With approximately 
400 employes at work, the peak employ- 
ment record in the history of the com- 
pany, the payroll of the Krippendorf- 
Dittman Co., manufacturers of women’s 
shoes here, will show 75 to 80 per cent 
increase over last Spring’s figures, this 
month, it is announced by officials of 
the company. 





50% Business Spurt 


Boston, Mass. — American Hide & 
Leather has had a spurt in orders the 
past two weeks, 50 per cent of which 
call for leather for immediate delivery, 
and tanneries are running to 80 per 
cent of capacity. A large amount of 
business has been booked the past two 
weeks. The Company’s operations con- 
tinue on a profitable basis. It is free 
from bank indebtedness. Earnings for 
the recent fiscal year were equivalent to 
$6.28 a share on its preferred stock. 





Sees Improved Business 


MISHAWAKA, IND.—Business of the 
Mishawaka Rubber & Woolen Manu- 
facturing Co., here, makers of rubbers 
and overshoes, will be affected favorably 
by the treasury department’s action to 
stop the dumping of Japanese rubber- 
soled shoes in the United States, de- 
clared E. J. W. Fink, president. 





Cheerful Buying 


Cuicaco—Women are buying with 
much more cheerfulness this Fall, ac- 
cording to Lew Kohn at Wolock and 
Bauer’s. There’s no trouble, he says, 
in selling quality shoes at a quality 
price. There is a decided trend upward 
both in the quantity that the patrons 
of this store are buying and in the 
prices they are willing to pay for qual- 





ity merchandise. 
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As One Merchant 
to Another 




















JESSE ADLER 

of ADLER SHOE CO. 

NEW YORK CITY 
says: 


“About five years ago we ne- 
gotiated with the National Re- 
tailers and placed all of our 
insurance with that Mutual 
Company. Since then their 
representatives have been han- 
dling our business. 


“We have had two or three 
fire losses during this time, 
which have been settled very 
promptly and satisfactorily. 


“The dividends we receive at 
the end of the year are looked 
upon by us as an extra profit. 
Inasmuch as we insure 23 
stores, this is a mighty fine 
saving each year. 


“I am only sorry that I didn’t 
realize long ago the benefits 
to be derived from insuring 
with this company, and the 
efficiency with which our ac- 
count has been handled.” 


This million dollar, 
mutual insurance company writes 
Fire insurance and allied lines for 
high-grade shoe merchants under 
dividend-paying policies. 


20% 


SAVING 


FIRE 
INSURANCE 


legal reserve, 









Write us 
about your 
Automobile , 
Casualty 
and Fire in- 
surance 
needs. No 
obligation is 
involved. 













NATIONAL RETAILERS 
MUTUAL INSURANCE 
COMPANY 


James 8S. Kemper, rresident 
Mutual Insurance Building, 
Chicago, U. S. A. 
Nationwide Service Facilities 
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WHOLESALE PRICES FOR WEEK ENDING SEPTEMBER 16, 1933 








WASHINGTON, D. C.—The wholesale 
commodity price index resumed its 
rising trend during the week of Sept. 
16, according to a report issued (Wed- 
nesday) by the Bureau of Labor Sta- 
tistics of the U. S. Department of 
Labor. The index for the week reached 
the highest point that has been at- 
tained for the present year and shows 
an increase of more than 18 per cent 
over the low point of the year which 
was reached during the week of March 
4 with an index of 59.6. The Bureau’s 
index number of the general level of 
wholesale prices for the week was 70.5, 
showing that an increase of more than 
1 per cent has taken place in the all 
commodities total when compared with 
the previous week when the index was 
reported as 69.7. 

Of the 10 major groups of related 
commodities, which comprise 784 sepa- 
rate price series, weighted according 
to their relative importance and based 


Aug.19 Aug. 26 


a 


Hides and leather products........ 
Textile products 
Fuel and lighting materials....... 


o . e a ee e e e 


Housefurnishing goods 
Miscellaneous 


on average prices for the year 1926 
as 100.0, five groups showed an in- 
crease, four a decline and one no 
change as compared with the previous 
week. Wholesale prices of farm prod- 
ucts continued their downward course 
for the third successive week, dropping 
by more than 1 per cent. Manufac- 
tured foods show a slight increase. 
The group of fuel and lighting mate- 
rials shows the greatest advance with 
average prices rising by more than 7 
per cent, increases being reported for 
anthracite and bituminous coals and 
petroleum products. Other important 
groups showing material advances 
were textile products, which rose by 
more than 2 per cent, and building ma- 
terials, which increased by slightly less 
than 1 per cent. 

The accompanying statement shows 
the index numbers of groups of com- 
modities for the weeks ending Aug. 19. 
26, and Sept. 2, 9, and 16, 1933. 


WEEK ENDING 
Sept.2 Sept.9 Sept. 16 


69.6 69.7 69.7 70.5 
58.2 57.1 56.6 55.9 
65.0 65.3 65.0 65.1 
92.8 92.9 92.8 92.0 
74.2 74.2 73.9 75.5 
66.7 67.2 67.6 72.5 
81.2 81.4 81.7 81.7 
80.7 81.0 81.4 82.0 
72.5 72.2 72.3 72.1 
76.9 77.0 78.6 78.7 
65.2 65.2 64.9 64.8 








Newark Shoemen Organize 


Newark, N. J.—More than seventy- 
five shoe dealers attended a meeting of 
the Retail Shoe Merchants Association 
of New Jersey at Krueger Auditorium 
Sept. 16. 

“The organization proposes to in- 
itiate and foster reforms which will 
benefit consumers as well as retailers,” 
Louis Anderson, president, stated. He 
announced a membership drive to begin 
in the city and extend through the 
state. 

A voluntary delegation will attend 
the City Commission meeting Sept. 26, 
when a Sunday closing measure will 
be voted upon. The organization is 
circulating a petition advocating Sun- 
day closing. 


Pittsburgh Retailers’ Meeting 


PiTTsBuRGH, Pa.— The Pittsburgh 
Shoe Retailers’ Association held their 
regular meeting Sept. 15 in the Roose- 
velt Hotel. Sam Levine, president of 
the organization, and J. D. Shakespeare 
were the chief officers at the meeting. 
The purpose of the meeting was to dis- 
cuss prices on retail rubber shoe prod- 
ucts, adjusting them to present condi- 
tions of market prices and value. The 
meeting was preceded by a lunch in 
the ball room, followed by a new short 
speeches and the business meeting. 





| Students Decorate Store 


SEATTLE, WaSH.—The Bernett Shoe 
Co., with a modern shoe store recently 
opened at 4514 University Way, near 
the college campus, has now created 
a fairyland for children in opening its 
new children’s footwear department. 
Mural decorations have been achieved 
by architectural students of the Uni- 
versity of Washington nearby, making 
it one of the most unique stores in the 
university shopping center. 





Free Shoes to Poor Kids 


PORTLAND, ORE.—A drive for thou- 
sands of pairs of shoes for the needy 
children of Portland has been launched 
under the auspices of the Portland Ju- 
ior Chamber of Commerce. Joe Lensch, 
chairman, pointed out that much sup- 
port from Portland citizens is being 
received, and many school children 
whose parents are too poor to send them 
to schools reopening properly shod will 
be supplied. 





Vreeland Bros. Suffers Loss 


PROVIDENCE, R. I.—The retail store 
of Vreeland Bros. at Olneyville Square 
has been closed out, and another store, 
on Charles St., has been damaged by 
fire. 
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STENCHEVER’S NEW PASSAIC STORE 
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Passaic, N. J.—In the opening of the 
brand new Stenchever’s Shoe Store, 
this section of New Jersey now has an 
unusually large, spacious and modernly 
appointed retail shoe establishment. 
The new location is much better than 
that which was formerly had. No ex- 
pense has been spared in making this 
store a real service shoe store by 
proprietor Max Bodner. 

This new store is the result of five 
years of successful business dealings in 
Passaic. Within this short period, 
business increased so rapidly, larger 
quarters became necessary to better 
serve the store’s clientele. 

There are three separate depart- 
ments in the store—one for women, one 
for children, and one for men, each 


complete in itself. The sales staff con-" 


sists of 6 men, every one a graduate 
of the Dr. Scholl School of Orthopedics, 
expert in the art of fitting the foot 
properly, and all under the manage- 
ment of Milton Bodner. A store chi- 
ropodist, a new feature at Stenchever’s, 
has also been added to the staff, to 
treat foot ailments of patrons, and to 
give them the utmost in foot comfort 
service. 

Max Bodner said: 

“At this hour of success and happi- 
ness, I want to take the opportunity to 
thank my many friends and patrons 
for their splendid patronage, that made 











possible the building of this great store. 
In making this expenditure, I feel that 
Stenchever’s has not only evidenced its 





MAX BODNER 


Proprietor of Stenchever’s Shoe Stores in 
Passaic and Paterson. 


faith in President Roosevelt’s National 
Recovery act, to whose provisions we 
have subscribed, but has also done its 
bit in putting it to work.” 








41 





QUICK 
serves 


an 


se 













COMFORT... 
Our style "TOM" gives it in 


us full measure. 

Your vr -age tee of customer invarl- 
ably says: ‘“‘! want a comfortable pair of 
shoes.’’ 3,000 merchants NOW make this style “TOM” 
the most widely distributed style of its kind. — up! 
A “Trade Builder’’ that helps you bvild trade 






IN-STOCK 
Widths Sizes 
Giadcaeeeuncinne 5 to 12 
ee re lee 5 to 12 
GRE dacuosicsaase 5 to 12 


Made to order; small 
extra charge. 


No. 1 Last 
10¢ per pair extra west of Denver. 


“Trade Builders” are great fitters. 


QUICK SERVICE 
“FILLIN” STATIONS 





ALBANY, N.Y sINCOLN, NEBR 
Smith & Herrick Co Branch Bros., Inc 
ATLANTA, GA 40S ANGELES, CALIF 
& Collinsworth Stewart-Dawes Shoe Co., Inc 
BANGOR, ME MEMPHIS, TENN. 
4M. Arnold Shoe Co Wm. R. Moore Dry Goods 
BRISTOL, TENN. NASHVILLE, TENN. 
King Bros. Shoe Co Neely, Harwell & Co 
CHAPLESTON, W. VA NEW YORK, N.Y. 
W. L. Smith 8 Co 4 1 Shaw Shoe Co. of New York 


CHICAGO, ILL OSHKOSH, WIS. 
1. Brandt & Sone 1. C. Roenits 
CHICAGO, ILL PEORIA, ILL. 
Keehn John Moser & Sone 
CHICAGO, ILL PHILADELPHIA, PA 
R. L. Pennington Boll & Co., Inc. 
CLEVELAND, O. PITTSBURGH, PA. 


Tha Whitney-Roth Shoe Co Newell & Schneider Co 





to! 

c&, DENVER, COLO. SAGINAW, MICH 

the 208 P. Dunn Shoe & Leather Co Michigan 
es DETROIT, MICH. ST. PAUL, MINN. 
be ‘American Cath Shoe Co. Schefler & R 
ee OUBUQUE, IA. SEATTLE, WASH. 
bis Wash 
j FORT WORTH, TEX. SIOUX CITY, 14 
7a Hinchley-Tandy Leather Co Earl F. Berg 

4 GRAND RAPIDS, MICH. SPOKANE, WASH. 
F Shoe Co. the Adems Leather Co 
e MUNTINGTON, W. VA. ba sey MASS. 
és The Jeff Co. 1 1. Show Shoe New England inte 
¥ INDIANAPOLIS, IND. TOLEDO, ens 
: E. P. Bayless Ainsworth Shoe Ce. 
F LEXINGTON, KY, ZANESVILLE, OHIO 
: ington Ory Goods Co The Black & Grant Co. 





M.T. SHAW, /nc. 
MICH. 


COLDWATER, 








>» STORE CHANGES 4 





Corrective Shoe Specialists 


Fuint, Micu.—Specializing in cor- 
rective footwear only, a firm to be 
known as Mills Brothers has opened 
an office and fitting rooms on the third 
floor of the Kresge Building, corner of 
South Saginaw and Kearsley Streets. 
The firm is composed of William Mills, 
who has sold shoes in Flint for nearly 
20 years, and Lawrence Mills, who has 
had 16 years experience in shoe retail- 
ing. William is in active charge of the 
new business. 

The new firm’s quarters consist of a 
waiting room and two small fitting 
rooms rather than the conventional 
store arrangement, and adjoin the of- 
fices of M. J. Lannon, chiropodist, who, 
however, has no financial connection 
with the shoe firm. 





Remodels Children’s Department 


LovuIsvILLE—Herman Straus & Sons 
have remodeled their shoe department 
for children, making the decorations 
emphasize Red Goose shoes, their prin- 
cipal brand. The department, which 
since it has been increased by added 
space in the recent remodeling is one 
of the largest in the State, is doing a 
thriving business. 








Kinney Toledo Store Moves 


TOLEDO, OH1I0—The Toledo store of 
the G. R. Kinney Co. will move Sept. 
15 to the Waldorf Hotel Block, into a 
larger space and a better location. The 
company has signed a five-year lease 
for the space which was formerly used 
for five small shops. Howard O. 
Wichman is manager of the store. 





Moves Men’s Shoe Dept. 


ATLANTA, GA.—The men’s shoe de- 
partment of the Davison-Paxon Co., 
which has been located on the main 
floor, has been moved to the balcony 
nearby formerly occunied by the credit 
bureau, adjustment offices and other of- 
fices of the company. The change was 
made necessary to provide sufficient 
space for the men’s suit and overcoat 
department, which was recently moved 
down from the second to the main floor 
of the department store. 





Has Trade-In Sale 


SEATTLE, WASH.—A most successful 
“trade-in” sale was held at the Univer- 
sity district’s Buster Brown store. A 
50c. premium was paid on old shoes 
traded in when sales made from the 
three popular price groups, $2.46, $1.96 
and $1.46. No shoes were barred no 
matter how badly they were worn. 
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Bob Young Store Remodels 


ATLANTA, Ga.—After being closed 
for two weeks for remodeling and re- 
decorating, the “Bob Young Shoe Store” 
has opened with an entirely new front, 
windows and refurnished interior. The 
windows are finished in birdseye maple, 
making them among the leaders. The 
store is under the management of David 
Picus, formerly with the Modern Mode, 
New York. A new foot comfort service 
department has been installed with an 
expert in attendance at all times. 





Improves Children’s Dept. 


LOUISVILLE, Ky.—Herman Straus & 
Sons Co. has materially improved its 
children’s shoe department, which has 
been remodeled to look like a miniature 
airport, with sales conducted in what 
purports to be a hangar. On the front 
of said hangar is a five door plane, with 
a motor driven propeller, that is in 
constant movement. Two little wooden 
aviators guard the entrance. 





Starts Own Department 


Fort WortH, Tex.— Sam Swartz, 
formerly manager of the LaMode Shoe 
department here, has opened his own 
women’s shoe department in the Style 
Shop, located at Fourth and Houston 
Streets here. Popular priced shoes 
will be featured by Swartz. 











LARGEST 
BOOT STOCK 


in America 


For Immediate Delivery 


If so, come 


to make 
comfortable. 


DAILY RATES 





Single: $3 to 





Riding 
Field 
Aviation 
Jodhpur 


Hunting 
and 










Accessories 





No matter how large or 
small your boot require- 
ments may be, we are pre- 
pared to take care of 
your wants. 
stock and variety of styles 
in various price ranges 
enables dealers to make 
more profitable sales to 
the satisfaction of their 
customers. 


Write for Catalog BS-9-30 


COLT-CROMWELL CO.., Inc. 


Est. 1899 
1239 Broadway, New York City 


911 So. Los Angeles St. 
Les Angeles, Calif. 


Double: $4 to 
Suites: $9 to 


Our huge 


All rooms have pri- 
vate bath (tub and 








$4 
$6 
$16 


shower), radio, servidor, 
and circulating ice water. 


Coming to 


NEW YORK? 


to 


the Victoria. In 
the very center 
of the city... 
yet quiet, restful. 
With a manage- 
ment that likes 
ou 





















The unusually large rooms ... the 
cheerful, efficient service . . . com- 
bined with exceptionally low rates for 
such quality . . . make the Victoria 
the outstanding hotel value in New 
York today! 


ICTORIA 


51st Street and Seventh Avenue 
New York City 


ROY MOULTON 
Manager 


















1933 


its 
1as 
ire 
at 
ynt 
ith 


en 


tz, 
oe 
wn 
yle 
on 
es 














Boot AND SHOE RECORDER 


combining THE SHOE RETAILER, Sept. 30, 1933 


Now, oe dell S ltoned Conkiast 





He suffers 
from F. A. 


“F.A.” stands for FOOT 
AGONY _ suffered by 
thousands of men 

and women too 
caused by wearing un- 
comfortable shoes. Rohn 
Nu-Matic Shoes elimi- 
nate FOOT AGONY 
with Nu-Matic “Cush- 
ioned” Shoes for every 
normal foot. 


information now. 


© Steady Repeat Sales 
© At Greater Profit Margin 


for 





Here is the most scientific advancement ever made in fine dress 
shoes for men and women. . . 
tween inner and outer sole, plus Nail-Less construction . . . gives 
you unusual sales advantages in a specialty shoe that is not com- 
petitive to any other shoes you now sell. These 
backed by a unique advertising idea (Foot Agony) bring a new 
shoe opportunity to every alert shoe dealer. Send 


Rohn Shoe Mfg. Co., 512 W. Florida St., 


Milwaukee, Wis. 


Rohn Nu-Matic Cushioned 
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New Baltimore Firm 

BALTIMORE, Mp.—Max Heyison and 
Jack Schwartz, trading as the Capitol 
Shoe Stores have opened a store at 
1721 Pennsylvania avenue. The build- 
ing has been completely remodeled and 
is modern in every detail. Shoes for 


men, and children are carried, but | 1 
' the children’s shoe department, recently 


| purchased by the company and moved 


women’s shoes are the feature. 

Both Heyison and Schwartz have 
been identified with the retail shoe 
field here for a number of years. Both 
were connected with the local Hahn 
Shoe Shop and also with the local A. S. 
Beck Co., branch. Mr. Heyison was 


assistant manager at both the Hahn | 


and Beck stores, and Mr. Schwartz was 
connected in a sales capacity. 





Holbrook’s Bootery Modernized 

CoLUMBUS, OHIO—Holbrook’s Boot- 
ery, an exclusive shoe store at 67 South 
High Street, of which Dick Mahanna 
is manager, is undergoing extensive re- 
pairs. A modern front is being in- 
stalled and the interior has been re- 
decorated. 

Holbrook’s Bootery is the second 
oldst exclusive shoe store in Columbus, 
having been established 36 years ago 
by A. V. Holbrook and H. T. Mills. A 
year later Mr. Holbrook bought out his 
partner and a year later Mr. Mahanna 





entered the business. It has been lo- 


cated in one vicinity for its entire ca- 


reer and in the present location for 11 | 
| years. 


Muse Shoe Dept. Enlarges 


ATLANTA, GA.—The ladies’ shoe de- 
partment of the George Muse Clothing 
Company, at Peachtree, Walton and 


| Broad Streets, has been rearranged 


and greatly enlarged to accommodate 


to the fourth floor, under the direction 
of W. W. Dickson. 


Matthes Opens Toledo Branch 


ToLEDO, OH10—The I. Matthes Co. of 
St. Louis, operating a chain of retail 


| shoe stores, has taken a lease on a 
| storeroom at 325 Summit Street, where 


a shoe store will be opened soon. 

















THE 13 RULE 


Lynn, Mass.—13 inches is the measure of the 


collar, or top line of a pump. 


13 inches is the measure of the neck of the 


model who tried it on. 


13 inches is the measure of the calf ofher leg. 
And so the 13 rule for those who want pro- 


| portions for shoe collars, neck collars and calves, 
it being understood that the model is of 130 
pounds and has a No. 4 B foot. 
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Send for 
ROHN PLAN 


Now! 


Beautiful new 32-page 
booklet gives complete 
information relative to 


new features, 


for complete Rohn Nu-Matic Shoes 
for Men and Women. 
Send for your copy 


Shoes 


| New Akron Shoe Store 


AKRON, OH1I0—Newest shoe shop for 
women, Park Lane Shoes, has been 
| opened here at 68 South Main Street. 
| New shop is beautifully appointed with 
the most recent of fixtures. It will fea- 
| ture Park Lane footwear for women in 
| two price groups, $2.45 and $3.45. A 
| hosiery department for women will be 
maintained. 





| Opens Basement Department 


BRIDGEPORT, CONN.—Roberts, Inc., 
| is a new department store which has 
| opened at Main, Golden Hill and Mid- 
| dle Streets here, with a complete wom- 
en’s and children’s shoe department. 
Maurice Bertman is manager of the 
department, which occupies large space 
in the basement. 
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RocHESTER, N. Y.—After more than 
| 20 years in its downtown location at 
359 Main Street East, the G. R. Kinney 
Shoe Company retail store has moved 
to larger quarters at 175 Main Street 
East. William Reid, Rochester man- 


| ager, opened the new store Monday. 


Maganti Starts Store 


WHITMAN, Mass.—Joseph Maganti 
has opened a new retail shoe store on 











Washington St., here. 
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Code for Retail Trade 
[CONTINUED FROM PAGE 36] 
establishments or by any other retail 
establishment when such employees are 

paid upon a commission basis. 
SECTION 4 
LOSS LIMITATION PROVISION 
(1) Loss limitation provision. 
No retailer of any division of the re- 


tail trade shall sell standard trade- | 


marked drug products whose retail 
prices are advertised to the public or 
indicated on the goods, their packages 
or containers, at a discount greater 
than twenty-one (21) per cent from 
such declared retail prices. 


unsatisfactory the retailer may give 
the manufacturer or wholesaler from 
whom such goods were purchased, if 


his address be known, the opportunity | 
to repurchase such merchandise at the | 


wholesale delivered price, as defined in 
Article VIII, Section 1 above, less de- 
livery costs. In the event the manu- 
facturer or wholesaler fails or refuses 
to repurchase such goods within five 
days after the retailer has sent such 
notice, such goods shall at the option 
of the retailer be classed and treated 
as clearance merchandise as provided 
for in Article VIII, Section 2 above. 
“Standard trade-marked drug prod- 
ucts” as used in this section means pro- 
prietary products of a medicinal or 
cosmetic nature, and related branded 
preparations or appliances used in the 


In case the | 
retail sales of such goods are slow or | 


| treatment or prevention of disease, or 
| for personal hygiene, and so trade- 
| marked, trade named, branded, or ad- 
| vertised as to be readily identified by 
| the consumer. 

(2) Exceptions. 

Nothwithstanding the provisions of 
the preceding paragraph, any retailer 
may sell standard trade-marked drug 
| products at less than the prices therein 
| specified in any of the cases enumer- 
| rated in Article VIII, Section 2 above. 

Drugs and/or drug sundries may be 
| sold to physicians, nurses, dentists, 
| veterinarians or hospitals at less than 

the prices specified in Article VIII, 
| Section 1 above and in paragraph (1) 

of this section. 


SECTION 5 


TRADE PRACTICES 


In addition to the trade practices set 
forth in Article IV above, all drug re- 
tailers shall comply with the following: 


| tute another article or any part thereof 
for the kind ordered, without due no- 
tice to and consent of the customer. 
(b) No drug retailer shall advertise 
to fill prescriptions at a uniform price 
irrespective of cost of ingredients or 
quantity prescribed. 
(c) No drug retailer shall permit 
any demonstrator or sales employee, 
| whose salary is wholly or partially paid 
| by a manufacturer or distributor, to 
| work in his establishment unless such 
| demonstrator or sales employee is clear- 
| ly and openly identified as the agent 
of such manufacturer or distributor. 


(a) No drug retailer shall substi- | 
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CODE OF FAIR COMPETITION 
FOR THE RETAIL TRADE 


(Revision of September 19, 1933) 

To effectuate the policy of Title I of 
the National Industrial Recovery Act 
the following provisions are estab- 
lished as a Code of Fair Competition 
for the retail trade. 


ARTICLE I 
APPLICATION OF CODE 


Section 1—Application of Code. 

The provisions of this Code shall ap- 
ply to all retailers engaged in the re- 
tail trade as hereinafter defined. The 
provisions of Schedule A annexed here- 
to and of such other schedules as may 
subsequently be approved and annexed 
hereto shall apply only to those retail- 
ers that are specifically included within 
the provisions of such schedules. 


for separate 





Section 2— Request 
Code. 

Any division of the retail trade 
which has not participated in the 
formation or establishment of this Code 
may make application to the Admin- 
istrator to operate under a separate 
Code of Fair Competition. The Ad- 
ministrator shall determine whether 
such division of the retail trade shall 
operate under this Code or under a 
separate Code and may, if justice re- 
quires, stay the application of this 
Code to such division pending his deci- 
sion or pending the approval by the 
President of the United States of a 
Code of Fair Competition for such 
division. 








Other Hotels under 
Ralph Hitz direction: 


THE RITZ-CARLTON 
Atlantic City 
THE BOOK-CADILLAC 
Detroit 
NETHERLAND PLAZA 
Cincinnati 
HOTEL VAN CLEVE 
Dayton 






A DAY! 


Just imagine! You can stop at this smart new 
hotel for as little as $3 a day for one person, $4 
a day for two. Other rooms at $4, $5 and $6. 
Suites $10 for either one or two persons. 
Restaurant prices are economical too—4 
different restaurants with dinner and supper 
dancing nightly e The Lexington is located 
conveniently in the Grand Central district, 
with quick access to trains, theatres, shops 
and business centers. Try the Hotel Lex- 
ington the next time you’re in New York. 


HOTEL LEXINGTON 


48TH STREET AT LEXINGTON AVE - NEW YORK 
Directed by Ralph Hitz - Charles E. Rochester, Manager 


Rt 
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PROMOTES SEAL SHOES 









» FLIPPERS WON'T 


MIND WATER, EITHER” 


These new shoes they're making out of my 
skin don’t mind the rain any-more than I do. 
They're fine for you people who scuff and 
scratch around and usually wear out shoes 
faster than your mothers can buy them. They 
come in sizes 12 to 3, in brown, 4.50 
















ie 
a 
wd 


lordilayly> 


CHILDREN’S SHOES 
FOURTH; FLOOR 








Using a humorous illustration of a seal, Lord 
& Taylor, featuring three children’s shoes, di- 
rected their plea to the young folks, with copy 
that was supposed to be a message from cld man 
seal himself. 

“Your flippers won’t mind water either” was 
the trick headline that was introduced as the 
attention headline getter. 





Holds Luxury Shoe Show 


ToronToO—Examples of the new mode 
in which the new era of super-elegance 
in women’s attire and shoes is now 
stressed were exhibited by the Owens 
and Elmes, Ltd., shoe store at their 
Fall fashion show held in the Royal 
York Hotel. Mannequins wore the new- 
est creations in footwear designed by 
this company. Especially smart were 
street shoes combining tweed and kid. 
Almost all of the shoes introduced at 
this fashionable style salon utilized two 
materials, whether for evening or for 
sports wear. Intricately woven straps, 
very feminine high heels and daintily 
studded buckles added to the note of 
luxury distinguishing the fine shoes, 
which were viewed by a fashionable 
audience. 
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IN STOCK 
IMMEDIATE 
DELIVERY 









GET A LINE 





——ON THIS——— 


Suede is going BIG and style 
authorities predict an exception- 
ally large Suede Season. 


Cash in on the demand for this 
material with these fast selling 
IN STOCK Black and Brown 
Suede Styles. They are the pick 
of the’ line—every style is a 
proven "best seller" 


Here is a sales opportunity that 
will cost you money to pass up 
— WRITE — WIRE— or TELE- 
PHONE your order TODAY. 


Immediate Shipment Guaran- 





teed. 


AIR TRED SUEDES 


Smart black and brown Suede 
styles incorporating the patented 
Air Tred construction are also 
available from stock. Catalog 
of complete line sent Free. Write 
for it today. 


Many Other Attractive Styles 
IN STOCK 


SHACKFORD 


































CRYSTELLE 
C670-41—BLACK Suede, 616 
Last; 16/8 Wood 
Cont. Heel. In Stock 
AAA to C. $3.75 


C670-40—As above in BROWN 
Suede. 





PAMELA 
C967-41—BLACK Suede; 618 
Last; 18/8 Wood 


Cont. Heel. In Stock 

AAA to C. $3.50. 
C967-40—As abovein BROWN 

Suede. $3.50 






BILLIE 
C541-50—BLACK Suede; 616 
Last; 16/8 Wood 
Cont. Heel. In Stock 
AAA to C. $3.60 
C541-51—-As above in BROWN 
Suede. $3.60 








BABETTE 


C605-41— BLACK Suede; 618 
Last; 16/8 Wood 
Louis Heel. In Stock 
AAA to C. $3.50 




















AUBURN 
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"| STOP AT THE 


because it's just a step 
to every important shoe 
activity in New York," 
said one of America's 
more important shoe 
buyers. 


Smart shoe eentian 
intriguing styles — selling 
displays ed immediate 
contact with New York 
shoe lines — right under 
your hotel window. 


Located in the silent zone, 
where an undisturbed 
night's sleep revitalizes a 
tired body lee tomorrow's 
work. 


2500 ROOMS 














HOTEL NEW YORKER¢ 




















KENT 
AUTOMATIC 
GARAGE NEW YORK 


The last word in convenience and safety 
for your car ... occupies its own par- 
ticular compartment . » » offers every 
opportunity for storage by the hour, the 
day, the month . . . with or without 
service. 


Rates $15.00 monthly and upwards... 
Expert repairs on all makes of cars. 


KENT GRAND CENTRAL 


44th St. Near Third Ave. 
Tel. Murray Hill 2-0460 


Your Car Is Never Touched by 
Human Hands 





Chain 

















Now 400 
ONLY gJ AND UP 


34th Street at 8th Avenue, New York 
also under Ralph Hitz Direction 








HOTEL NEW YORKER 


Ralph Hitz, President 


Hotels Van Cleve, Dayton; Book-Cadiilac, Detroit; Ritz-Cariton, Atlantic City. 











Did You Say H 


uman Interest ? 


[CONTINUED FROM PAGE 26] 


“DID YOU SAY FIT?” 
“Yes, Sir! . .. PERFECT FIT 


Takes a variety of lasts and sizes, 
and a keen knowledge of both feet and 
fitting, to be able to assure you a 
perfect fit. We have them, plus an 
Ex-ray machine that leaves nothing 
to chance. If the fit isn’t perfect, 
there’s no sale.” 

“That’s Service!” 


“DID YOU SAY ECONOMICAL?” 
“Yes, Sir! . .. THEY SAVE FOR YOU | 


Our shoes save you money and save 
your feet. They wear long, and grow 
old gracefully. Their lasting shapeli- 
ness assures continued correct and 
comfortable foot support. Purse, pride, 
and pedal extremities all profit when 
you wear our shoes.” 

“That’s Saving!” 

“DID YOU SAY VARIETY?” 
“Yes, Sir... 18 DIFFERENT STYLES 

—eight snappy new ideas for young 

fellows—six dignified styles for busi- 


ness men— four-year-in-and-year-out 
standbys. Any man’s pretty sure of 


| from leather to thread, must be 


getting what he wants here.” 
“That’s Great!” 


| give.” 


| shoes.” 
| ness. 


“DID YOU SAY WEAR?” 
“Yes, Sir... WEAR IS GUARANTEED | 


You take no chances with our shoes. 
We make good if the shoes don’t. It’s | 
up to us to see that they are good, be- 
cause we lose if they don’t hold up.” 

“Fair enough!” 


“DID YOU SAY QUALITY?” 
“Yes, Sir... ALL THE WAY 
THROUGH 
Everything that goes into our shoes, | 
vight 
.. and they have to be made right, too. | 


Sure saves a lot when you measure the | 
cost of your shoes by the wear they 


“You’re right!” 





/ on Sept. 22. 


Store Efficiency 


records are made available 
to independent retailers in the 


Recorder’s Stock Record System 
(either in cards or book form) 


Samples on Request 


MERCHANT’S SERVICE DEPT. 
367 West Adams St., Chicago, III. 





Ralph D. Stanley 


Boston—Ralph D. Stanley, who re- 
tired three years ago from the shoe 
firm of Bray, Stanley and Ellis, died 
suddenly at his home in Beverly, Mass., 
During his connection 
with the firm he traveled largely 


| through the South and West in which 
| sections he was well known to many 


merchants, 
Mr. Stanley, who was 64, began his 
career in the shoe trade after graduat- 


| ing from the Beverly high school, his 


first employer being Frank Woodberry. 
In 1893, with former State Senator 
Clifford B. Bray and Louis D. Webber, 
he formed the shoe firm of Bray, Stan- 
ley and Webber. Later this became 
Bray and Stanley, the firm name being 


| changed to Bray, Stanley and Ellis 


when Moses Ellis entered the company 
about ten years ago. In addition to 
being a director of the Beverly Na- 


| tional Bank, Mr. Stanley was active in 


N. R. A. work, having been selected as 


| chairman of the local N. R. A. grievance 


“DID YOU SAY COMFORT?” 
“Yes, Sir. . . RIGHT FROM THE! 
START 


We see that you get the right size | 
and the correct last for your feet. 
Otherwise, no sale. A man has only | 
one pair of feet. It’s our job to help 
him get ouch-proof, grouch-proof | 


“That’s Service!” 


| committee. 


He is survived. by his wife, 
Mrs. Hannah A. Stanley. 





| F. H. Damon 


NEW BeEprorp, Mass.—Frederick H, 
Damon, who retired in 1918 after hav- 
ing been engaged in the shoe retailing 
business for more than 40 years, died 
at his home here following a brief ill- 
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STYLE and QUALITY 


will be essential in 1933 Fall and 
Winter Footwear. 


Celastic Box Toes always assist in 


providing these important factors. 


@ 


THE QUALITY BOX TOE 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please meution Boot and Shoe Recorder 
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WHERE TO BUY 


Women’s Shoes 


A AFOOT EP ee 





THE PUMP WITHOUT A GAP 


GENUINE COMPO PROCESS 
IN STOCK 


Black Suede 
Brown Suede 
Kaffir Calf 
Patent Leather 
Brown Kid 
Black Moire 
White Moire 
White Kid 
White 
Satin 
Black 
Satin 





















Regent and Seamless 
High and oy Louls 
AAA ¢t 


on ETT SHOE C 


O. 
58 N. 4th St., Philadelphia, Pa. 


KUSH-IN-EZE 
HAND TURNED 


FOOTWEAR 
IN STOCK 


_—_—_—s~ 


No. 156 Black 
Kid. $2.25 


Semel 














No. 202 Black 
Kid $2.00 





SEND FOR CATALOG 


VAUGHAN-TOWLE CO. 
WAKEFIELD, MASS. 
(Division of L. B. Evans’ Son Co.) 


KL KK KILL 
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WHERE TO BUY 
Shoe Trees 


8 6 OF Oe ee 














RETAIL 





=n. 





Self Adjusting 
A gentle squeeze 
removes. Write 
tales plan. 


Shee Trees. 
inserts or 
for unique 


SIMPLEX SHOE 
TREE COMPANY 


CAGO 






CH) 






105 w ADAMS $7 


Oe 6 6 Oe er Ee 


WHERE TO BUY 


Sport Footwear 


Oe, 6 CO, OO OP Cr Per ee ee 


BASS 


GENUINE «7% 
MOCCASIN |, .'¥! 





G. i. BASS & & CO. WILTON, MAINE 








RECOMMENDS SAFETY FOR 
SHOES 


Montreal, Que.—Injuries to toes predominate 
over all other types, according to data compiled 
by the safety council ofythe Canadian National 
Railways. This type of injury was most com- 
mon among employes engaged in track laying 
and maintenance. On account of these injuries 
344 employees lost 7152 working days during 
the past year. This represents a monetary loss 
equivalent to approximately $25,000. Weights 
of the objects dropped on toes ranged all the 
way up to 800 pounds. 

As a preventative, the safety council is recom- 
mending the use of a safety boot with a steel 
protected toe cap. This type of boot, in tests, 
has prevented injuries to toes even when an iron 
tire weighing 690 pounds has fallen on a work- 
man’s foot. 








Names Sell Shoes 


CuHIcaco—Well chosen and sugges- 
tively interesting names help to sell 
shoes in the Young People’s Shoe De- 
partment at Marshall Field and Com- 
pany. Identifying different types of 
shoes has several advantages from the 
salesmanship standpoint, it was said 
here. In the first place instead of shoes 
being just “shoes,” nameless and un- 
interesting objects to the young person, 
the right name, filled with connotative 
value, arouses his imagination and the 
shoe becomes associated in his mind 
with the good times he expects to have 
in them, and he is correspondingly en- 
thusiastic about thém. 

Again, from the parent’s standpoint 
identification is of value as it simpli- 
fies repeat orders (often given over the 
telephone) when the shoe has proved 
satisfactory. Customers appreciate 
this, it was pointed out here, and a 
large “call trade” has been established 
for these various types. 

A third value in naming shoes, which 
any merchant can use to his own profit, 
is the fact that it gives a legitimate and 
not too aggressive means of constantly 
repeating the firm’s name. This is one 
of the most subtle methods of publicity 
in its form and most effective in its 
results that there is. 

Some of the names used are old re- 





liable ones such as ‘“Field’s Nature 
Tread”; “Field’s Specials’; ‘“Field’s 
Trampers”; “Field’s Nature Junior”; 
“Field’s Knockabout” and ‘“Field’s 
Comforpedic.” 


It will be seen that the names chosen 
have (or can have when accompanied 
by wise salesmanship) a strong appeal 
both to parent and child. Also it is 
very evident that the repetition again 
| and again of the firm’s name fixes this 

not only in the mind of the customer 
| who is buying but tends to make the 
| casual passer-by ‘‘Field-minded,” as 
| 





| the saying is. 


Heads Children’s Dept. 


Ripcewoop, N. J.—Miss Marina Van 
Lenten, long associated with a local 
shoe store is now a member of the staff 
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30, 1933 
of Stenchever’s Shoe Store, at 96° Main 
Street, Patterson. Miss Van Lenten 
is head of the children’s department. 





» FACTORY CHANGES 4 





McElwain Plant Enlarges 


NasHuA, N. H.—Negotiations have 
been completed for the purchase by the 
J. F. McElwain Company, shoe manu- 
facturers of Manchester and Nashua, of 
the No. 4 factory of the F. M. Hoyt 
Shoe Company and the Dalton Paper 
Box plant, including all the lands and 
buildings. 

In announcing the deal, Maj. Francis 
P. Murphy of Nashua, general manager 
of the concern and member of the Gov- 
ernor’s Council, stated the additional 
plant became necessary because of in- 
creased business and the restrictions 
placed by the NRA. code on working 
hours, which the McElwain company 
always have used to the fullest. 

Workmen already are engaged in 
putting the new plant in condition for 
operation and Major Murphy hopes to 
start production in it not later than 
Oct. 15. When in complete operation 
between 350 and 400 shoe workers will 
be employed, meaning an added payroll 
of $750,000 annually. 





Gingrow Heads New Plant 


HoLsrook, Mass.—William T. Gin- 
grow, well known in New England 
manufacturing circles has been named 
acting superintendent of Daly Brothers 
Shoe Company’s factory at Holbrook. 
William. Kelley is in charge of the cut- 
ting room. The factory, formerly oc- 
cupied by the Brockton Shoe Company 
has been completely renovated and 
facilities increased for the new line of 
Daly Brothers welt shoes for men. 





Boyle Joins Lucey Shoe Co. 


MIDDLEBORO, Mass. — Thomas F. 
Boyle, for many years associated with 
the J. Frank McElwain Shoe Company 
has joined the executive staff of the 
John E. Lucey Shoe Company, Middle- 
boro. This new manufacturing firm 
headed by Mr. Lucey who for years 
was identified as Sales Manager of the 
Joseph F. Corcoran Shoe Company and 
established but a year ago has devel- 
oped into one of the busiest plants on 
the South Shore and at present is run- 
ning at capacity production. 





Another Julian Branch Opens 


ANN ArRzBoR MicH.—The Julian 
Shops, whose headquarters are at the 
Fashion Leader, Grand Rapids, have 
| just opened an additional branch here 
'in Kessels Fashion Shop. Julian 
Kratze who controls these shops reports 
a very pleasing opening business with 
a big play on suedes and satin strip 
pumps. These stores feature women’s 
shoes to retail around $3.00. 





























NOS ane + WS 


Se a ear een 











Boot AND SHOE RECORDER 
combining THE SHOE RETAILER, Sept. 30, 1935 


a 4 STAR HOTEL 
inNEW YORK 


wees | C CONVENIENT TO ALL 
- BUSINESS ACTIVITY 
1 block from Times Square. 3 blocks to Fifth 


Avenue. 8 minutes to Wall Street. Under- 
ground passageway to all subway lines. 


aS THREE FINE RESTAURANTS 
Za TO CHOOSE FROM 
The coffee room for very quick service, the 


tavern grill for atmosphere, and the main 
restaurant for dining and dancing. 





SIXTY-NINE FINE THEATRES =a 
WITHIN SIX BLOCKS , 
You can avoid traffic congestion and save 
taxi fare by walking to any of these theatres. 
4 short blocks to Madison Square Garden. 


HIGH ABOVE THE NOISY 
CLATTER OF THE STREET 


Our 32 stories of fresh air and sunshine as- 
sure you quiet rest. 1400 large rooms—each 
with bath (tub and shower) servidor and radio. 


SINGLE... from $2.50 DOUBLE... from $3.50 
Breakfast from 30c Luncheon from 65c Dinner from 85 


Yee 
! , 4 Send for booklet C Bi Yy 


JOHN T. WEST 


cel 44TH TO 45TH STS. AT 8TH AVE. - NEW YORK 








When writing advertisers please mention Boot and Shoe Recorder 
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WHERE TO BUY 


Children’s Footwear 


Ch th a i el 





MRS. DAY’S IDEAL BABY SHOES 
infants’ Soft Seles...0-8 


intermediates ........ 1-6 
Flexible Hard Seles. ..2-8 
Send for In-8took 
Catalog 





MRS. DAY'S IDEAL BABY 
SHOE CO. 
Loeust St. 
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WHERE TO BUY 
Men’s Shoes 
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"HIGHEST GRADE ON! 
The 


Olds mane ao SHOE 


MEN’S FINE SHOES 
OLD COLONY SHOE CO. cosensen 














NEW YORK e BOSTON 
Marbridge Bidg. 10 High St. 
ORIGINAL 
FOR MEN 


J. P. SMITH SHOE CO. 
Chicago, Il. 
Both lines carried in stock. 
FOR WOMEN 
TRE JOHN EBBERTS SHOE CO., Inc. 
Buffalo, N. Y. 








Flottloton 


Shoes Now Retail $8.50 Lp. 




















How to Detect Phoney Money 


WASHINGTON, D. C.—There is more 
money now in circulation, due to the 
general business recovery. Most of it 
is good, but a warning has been issued 
to watch out for altered and counter- 
fit currency. 

Close to his cash register, every shoe 
retailer should hang the following sim- 
ple rules to guide himself and his em- 
ployees in detecting spurious bills or 
silver: 

The following portraits appear on 
our new currency and clearly show its 
denomination: 


ol $1.00 
MMMM 9 05 51, 6. 5a curt ug sg een tee 2.00 
eee ee een 5.00 
ee ee 10.00 
0S SET) (SRE SR Be Fe ree ett ty 20.00 
REIN OR Gricsesd occ on has ey oe 50.00 
RIED hoc.) a scarevetchae sade 100.00 
MEN oh oo ioc. 0 lcteccew tatoos 500.00 
RRURMERTEN, 252. 5's-a1s s Siotauee eee 1000.00 


The three pictures to recognize in- 
stantly are, of course, Washington, 
Lincoln and Hamilton. Washington is 
always a $1 note; Lincoln always a $5 
note; Hamilton always a $10 note. 

All of the five kinds of paper money 
now issued have green backs. But the 
| kind of note is designated by the color 
| of the seal and serial numbers appear- 
| ing on the face of the note as follows: 





Federal Reserve notes........ green 
| Silver certificates ............. blue 
Gold certificates ............ yellow 
| United States notes ............ red 
National Bank notes......... brown 


The large colored numerals on the 
face of a government note designate 
the serial number of the note. They 
are always preceded by a letter, some- 
times followed by a letter. Federal 
Reserve notes have a black O on face 
surrounding a letter. This is the 
designation of the Federal Reserve 
| District on which the note is drawn. 
Divide the large serial number by 6. 
If the remainder is one, the check letter 
is A or G. If 2, the check letter is B 
or H, ete. 

It pays to watch your money, to 
study it till you know the portraits 
and color of all notes. Then, if some- 
one does try to pass counterfeit or al- 
tered money on you, you don’t have 
to waste time wondering about it—in- 
| stead, you know, and do the patriotic, 
as well as the economic thing, call an 
| officer before the culprit has a chance 
| to escape. 


| 

| Supporting “Buy Now” Move 

| Boston, Mass.—The New England 
| Shoe and Leather Association, the 
| Boston Boot and Shoe Club and the 
| National Association of Shoe Whole- 
| salers, all of them with headquarters 
| in this city, are among the organiza- 
| tions of the leather and footwear trades 
| that are actively supporting the “Buy 
| Now” campaign, inaugurated Sept. 20. 
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In speaking of this movement, Sec- 
retary Thomas F. Anderson, of the 
New England Shoe and Leather Asso- 
ciation, said: “Aside from its psycho- 
logical phase, there are selfish reasons 
why the general public should en- 
thusiastically participate in the ‘Buy 
Now’ movement. In the case of foot- 
wear, for example, there must unques- 
tionably be a general increase in retail 
prices in the near future, for economic 
reasons. In the first place, the cost 
of the different materials entering into 
the making of a pair of shoes has ad- 
vanced greatly, without any reference 
to the increase in labor costs that must 
inevitably follow the acceptance of the 
various trade codes of fair competi- 
tion.” 





Starts Shoe Chain 


Fuint, MicH.—Goodwill Stores, Inc., 
an expansion of the former Mills Shoe 
Store, recently held its grand opening 
after a period of remodeling. The store 
is at 201 South Saginaw Street, is man- 
aged by Harry J. Mills, one of Flint’s 
younger shoe dealers, and is the first 
of a prospective chain to be financed 
by a recently organized holding com- 
pany. Mr. Mills is not in any way 
connected with the firm of Mills Broth- 
ers who have also recently opened a 
shoe store in this city. 

Store No. 1 of Goodwill Stores, Inc., 
occupies space formerly held by three 
stores, covering 1200 sq. ft. and pro- 
viding chairs for 15 customers. Seventy 
per cent of the stock is shoes, the re- 
mainder being men’s and boys’ furnish- 
ings and boys’ clothing. The manager 
is assisted by a cashier and two clerks. 
Mr. Mills managed a small department 
store in Flint four years, and then 
conducted his own shoe store 18 months 
before the recent expansion. The new 
store will feature the slogan, “A local 
store with national influence.” It is 
entirely locally-owned. 


Takes On New Line 


BALTIMORE, Mp.—S. Dalsheimer & 
Bro. have become local retail distrib- 
utors for the Wilbur Coon shoes and 
have opened a special Wilbur Coon 
Shoe Shop on the second floor. The 
floor had been remodeled and arranged 
in keeping with the exclusiveness of 
the shoes featured. 








Registers Trade Name 


INDIANAPOLIS, IND.—Officials of the 
William H. Block Company, Indianapo- 
lis, filed papers with the secretary of 
state registering the trade mark 
“Block’s Rest-Arch Combination Last,” 
Classification 47. 





Boston Buckle 


Boston, Mass.—A Boston store of- 
fered the Boston buckle and tongue step- 
in, designed in Boston, made in Boston, 
sold in Boston and worn in Boston, and 
that’s Boston enough for one para- 
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LOCKSTITCH 








seam for Sole Attaching is the seam of 
quality. It has stood the test of time. 
There are two outstanding lockstitch 


seams now in use’ on modern footwear. 


naa! 











1 The GOODYEAR LOCKSTITCH 


GOODYEAR OUTSOLE RAPID LOCKSTITCH 
MACHINE — MODEL O ; 






GOODYEAR Y 
LOCKSTITCH ) EXTENSION 








GOODYEAR attaches the sole to 
the welt on the outside of the shoe 











2 The LITTLEWAY LOCKSTITCH 


W/E SOLE STITCHING MACHINE 
— MODEL C 






— , 
LiTrLEwAY S\\ VY 
LOCKSTITCH 4 CLOSE 
. NV) EDGE 

a \ > V7 


WWW 





LITTLEWAY attaches the sole, upper 
and insole on the inside of the shoe 





























Dong 


LOCKSTITCH SEAMS are flexible and 
will hold securely all types of soles 
commonly used on footwear 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 








When writing advertisers please mention Boot and Shoe Recorder 































52 


es Fe Pe 


WHERE TO BUY 


Dancing Shoes and Taps 


6 6 Pe Pe ee 


FESSIONAL 
FLATS * 


* KENDALL’S **° 


IN-STOCK 


Style No. 13 
Pat. Lea. or Blk 
Kid with Full 
Cloth Lining. 















Women's Sizes, 2 
$2.00 


Misses’ Sizes, 11-2 
$1.90 











KENDALL SHOE COMPANY 
HAVERHILL, MASS. 


* 





In 
BLACK CALF 
PAT. LEAImER Stock 
Women's 
A-B-C 2% -8 « 
$1.55 


Misses’ 
A-B-C tl'2-2 
$1.4 


OWENS SHOE Co. 


589 Essex St., Lynn, Mass. 





B66 ee re 


WHERE TO BUY 


Riding Boots 


8 8 ee er 


RIDING BOOTS 
‘ IN-STOCK 
For Men, Women and 
Children—also 
Jodhpurs and Field 












BooT AND SHOE RECORDER 


combining THE SHOE RETAILER, Sept. 30, 1933 






SHOE STORE WITH MANY HOSIERY DEPTS. 














DALLAS, TEX.—“A hosiery shop for 
every floor of shoes, including a special 
children’s hosiery shop for the chil- 
dren’s shoe shop, is the best distribu- 
tion we have found for selling a big 
volume of hosiery at Volk’s,” said Miss 





Ida Creager, hosiery buyer for Volk 
Brothers. 

“For awhile we tried combining a 
grown-up and children’s department of 
hosiery, but it doesn’t work as well as 
separate departments because _sales- 
women must be particularly fitted for 
selling either women’s or children’s hose 
and seldom is a saleswoman found who 
is excellent in selling both. Selling 
each type of hosiery is a job in itself 
and demands special ability.” 

During her 21 years of hosiery buy- 
ing for Volk’s, Miss Creager has gained 
a knowledge of hosiery selling, in a 
shoe store, that is probably unique in 
the South. ‘Much of the success of 
hosiery merchandising depends on the 


close manner in which the stock is tied 
up with the shoe stock on the same 
floor. 

“Our higher priced chiffons make 
their best bid for favor on the floor with 
our Sorority Shop, which caters to the 
Southwestern college girl who likes the 
best of hose for her many social ac- 
tivities. In all, we have five distinctly 
separate hosiery shops now in our 
store, and each has its separate de- 
voted following. This plan of segre- 
gation we have found quite excellent. 

“Of course our hosiery is displayed 
almost every time a pair of shoes is dis- 
played, and in every case is the exact 
shade and weight for the pafticular 
pair of shoes. 

“As for reordering to keep our stock 
fresh, we keep a daily account of hos- 
iery sales in each price. Reorders are 
based, of course, on the saleswomen’s 
reports of daily sales in each price 
range.” 








Super Hosiery Service 








| servicing of customers 





. J. 
ou 


mam CON NEF 
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Kessler Moves Office 


NEw York, N. Y.—Henry H. Kessler 
has moved his office from 627 Broad- | 
way to 299 Broadway, where he will | 
have more space and privacy for his | 
trade. Kessler operates a country | 
wide buying service. 


| and then casually may suggest that 
| she bring over a beautiful bag that 


| customer is in need of hose that she 
| has some lovely new shades just suit- 


| The sale of hose or bag is never pushed 


| crimination. 


CHICAGO — Super-special high-class 
continues to 
keep the hosiery ball rolling at Wolock 
and Bauer’s Michigan Avenue store. 

The department is in charge of Miss 
S. Karakis and Miss Karakis knows 
her stuff when it comes to the class 
of trade that this, store caters to 
and to feminine psychology in general. 
She has been with this store since it 
opened up eight years ago and during 
this time has made a point of develop- 
ing a call trade. 

“Many of my customers call up and 
just tell me to send them out so many 
pairs of hose to be worn with certain 
shoes, leaving the entire selection of 
color, quality and price to me. I know 
my customers and I almost never have 
a come back on these phone orders.” 

In speaking of how she has built 
up her department Miss Karakis went 
on to explain that she makes a point 
of going out onto the floor to greet 
customers when they are buying shoes. | 
Women who patronize this store are | 
used to being highly serviced all along 
the line and they enjoy the subtle flat- 
tery of being recognized, sought out, 
and called by name. She often sits 
down and talks with the customer about 
her shoes, styles, or the new trends 


has been made just to match the shoes 
that have been bought; or that if the 


able for wear with the new purchase. 


and no high pressure salesmanship is 
used with these women. 

Of course for a girl to leave her 
counter and contact customers who are 
in the process of buying shoes needs 
lots of tact, wisdom, judgment and dis- 





This method has been found success- 
ful at Wolock and Bauer’s and Miss 
Karakis often makes a sale of be- 
tween ten and twenty-five dollars by 
sitting up alongside of a customer and 
showing a friendly but by no means 
familiar interest in her shoe affairs. 





The Bicycle Types 


Hollywood started something for 
shoemakers when it took up the bicycle 
riding fad. Shoemakers followed with 
bicycle types of shoes, and they’re go- 
ing so well that they may set a pace 
for sport types in 1934. First, the 
bicycle shoes were laced down to the 
tip of the toe, according to the familiar 
pattern, and were heeled with leather. 
Now they are appearing in novelty 
patterns, heeled with wood quite high, 
and that puts them into the dressy 
class. 


Fancy Lacing 


Those lace posts, as some call the 
new hooks on ladies’ shoes, offer some 
interesting possibilities in plain and 
fancy lacing. The best of them are of 
the sort that wont catch in the hem 
of the skirt. 








FINE MEASUREMENTS 


LYNN, MASS.—Last makers now work to 
measurements 1/48 inch fine more so than 
formerly, and 1/48 of an inch is a pretty fine 
measurement, and they are particular about it. 
The reason is that shoe manufacturers have a 
finer eye for dimensions. Another reason is 
that in this silk stocking age shoes are be- 
ing fitted snug like the proverbial glove on 
the foot, it being possible to do so because of 
the greater flexibility of the footwear, both 
the stocking and the shoe. 
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WHERE TO BUY 


Brewery Boots 


i a hel lid 





Ore 





"OLD-TIME" 
BREWERY BOOT 


Knee High—No. 610 
15” High—No. 601 


HEAVY OIL GRAIN 
Perfect Rocker Sole 


Catalog No. 5 







Shoe Co., Inc. 
Columbus _Nebr. 














>» THE SELLING END q 





“Jimmy the Seal” 


ATLANTA, GA.—Jim Estey, now pop- 
ularly known as “Jimmy the Seal” be- 
cause he is cl2aning up with seal shoes 
for men and boys, made by the N. B. 
Thayer Shoe Company, was a recent 
visitor in Atlanta calling on his local 
trade. He has completed a very suc- 
cessful trip through Southeastern ter- 
ritory. 


E. M. Salomon, Jr., on Trip 


Edward M. Salomon, Jr., of the firm 
of Salomon & Phillips is now touring 
through the principal Western cities 
showing Salomon & Phillips new lines 
of style leathers. 

Mr. Salomon, Jr., is a young man of 
pleasing personality. He is giving his 
time and attention to creative ideas in 
leather for both the shoe and leather 
goods trades. 





Billy Camps Better 


Billy Camps, veteran shoe traveler 
and now a patient in John Dibert Hos- 
pital, Ward 286, Tulane and South 
Claiborne Avenue, New Orleans, writes 
that he has received many letters from 
old friends and a number of welcome 
gifts as a result of the item concerning 
him which was published in a recent 
issue of BooT AND SHOE RECORDER. 

Mr. Camp writes that his health is 
improving, he has gained 12 pounds and 
is looking forward to an early recovery. 





Divides Coast Territory 


SEATTLE, WASH.—Dividing its West- 
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| West area as a demonstration of its 


| confidence in steadily improving busi- 
| ness is the announcement of William 
| Miles Smith as manager of the terri- 


tory. He has been transferred by the 


| large rubber company from San Fran- 
cisco to handle the new Seattle head- | 


quarters. 


_ New Children’s Line 


New York, N. Y.—An entirely new 
line of children’s shoes has just been 


announced by Orthopedic Shoes, Inc., 
to be marketed under the Ground 


Gripper, Cantilever, and Physical Cul- 
ture brands. They have been designed 
by Dr. J. H. Styles, Jr., an orthopedic 


| surgeon who for more than 25 years 
| has devoted himself to the problems of 


correct footwear, and embody both his 
extensive knowledge and the benefits of 
the long experience of the makers in 


| orthopedic footwear. 


The instructions given Dr. Styles 


| were, literally, to forget everything that 
| had hitherto been done in children’s 
| shoes and to begin at the beginning, en- 








ern territory into two distinct districts, 
the United States Rubber Company has | 
established a new headquarters here, to | 
take care of the entire Northwest terri- | 
tory. This will embrace the States of | 
Washington, Oregon, Montana and | 
Idaho. Concomitant with this an- | 
nouncement of the division of the large | 





tirely afresh. As his first step, Dr. 
Styles went into a number of stores and 
bought dozens of pairs of children’s 
shoes. He then cut them apart, exam- 
ined their features and construction, 
and found where, in the light of his 
experience, they were lacking. In co- 
operation with experts of Orthopedic 
Shoes, Inc., Dr. Styles worked out a 
completely new series of designs for 
children’s shoes incorporating for the 
first time, in their belief, every feature 
which should be found in shoes for 
young, growing feet. 

A further item of interest in connec- 
tion with the new shoes is the practice 
of the factory to give out pairs of shoes 


| to youngsters in their neighborhood. 


The children wear the shoes every day, 
and their mothers report at intervals 
their opinions of the wear and desira- 
bility of the shoes under test. In this 
way an exact knowledge is obtained of 
how any shoes will show up under se- 
vere use, and improvements that are 
indicated are made before the shoes are 
placed on the market. 





25 Years With May Co. 


Los ANGELES, CALIF.—J. H. Fergu- 
son has just celebrated the twenty- 
fifth anniversary of his connection with 
the May Co. He started in as salesman 
in the shoe departmnet and has risen to 
the position of buyer of the former 
Hamburger Co., as the May store was 
known, of the upstairs shoe depart- 
ment. 








INFORMATION WANTED 


Anyone knowing of the address of Hine & 
Lynch, who are or were in the shoe business, 
will please confer with |. Sommer, 589 Metro- 
politan Ave., Brooklyn, N. Y. 
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WHERE TO BUY 
Spats 


ee ee 


BOND STREET SPATS 


years 
sonsistent advertising in 
national magazines 
on radio networks. 
ferred by most retailers 
because of public demand, 
strong merchandising 
helps, excellent display, 
attractive packages and 
good profit ones. 







selection of fabrics, col- 
ors and sizes. Write for 


samples and prices. The 
— nh bin ua 
Co., Portsmouth, Ohlo. 


BOND 


eney oo 
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WHERE TO BUY 


Men’s & Women’s 
Slippers 


0 ee Pe 





. 8S. CHASE & SON 
w HAVERHILL, MA 
Im Steck Men’s Full Leather Lined 
Handturned Slippers 
Priced from $1.35 


Kid Pullman Slippers 
colors and black with 


map Pocket $1.35 
ipper Pocket $1.50 










s, INC., 


6 6 EO 


WHERE TO BUY 


Bowling Shoes 


i id 





PROFESSIONAL BOWLING ISHOES 


Combination Soles Price $2.40 


Right Foot 
Rubber 
Sole and Heel 











Left Foot 
Buckskin 
Sole-—Rubber 
Heel 





Style No, 224 






BROOKS SHOE MFG. CO. 
Swanson & Ritner Sts., Philadelphia 

















Burt’s Store Enlarges 

BIRMINGHAM, ALA.— A _ balcony 
enlarge the seating capacity of 
local Burt’s store is to be constru 


to 
the 
e:ed, 











according to Al Reiss, manager. 
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BUY as you SELL 


And Avoid Frozen Capital in End Sizes 


The Recorder Stock and Daily Sales Record Helps 
You Do Just That! 


Insures Accuracy of Buying Judgment 











Bleck “If a $5 Gold Piece Falls Thru 
oo a Crack in the Floor”—is the 
epee title of our instruction brochure 
ecleeny er for keeping stock records:— 
leather back 





ond comme Supplied with each order for 
gold lettering the Stock Record System. 











One hour a day keeps your records com- 
plete— 

Every sale and purchase recorded — 
Visible daily turnover and sales report— 
with monthly inventory of each stock 


—— ———— ee number— 

ied ' Shoes on hand, on order, due, returns, 
ae GanOee transfers in or out from branch stores— 

FOR GROUP OWNED STORES 
form 708 ee —the Stock Record System used in con- 
a junction with the MASTER STOCK 
oxscmerion nee oi Be = SHEET and the central office CONTROL 
. ae FORM, also a COMPARISON FORM for 
a lll sales of total pairs by seasons and years, 


ORY pad 


aorr ST 
ne inven 


gives the merchant-owner complete stock 
control with style and sale trend. 





Complete Working Outfit....... $7.25 
(West of Denver........ $7.75) 
Consists of: 
Black Cloth binder—114” x 1334”...... $2.00 
OR: DeLuxe Imitation Leather......... 2.00 
100 Daily Sales and Stock Sheets, (Form 
#100) and 1 Comparison Form........ 2.50 
euecuce 2 Inventory Pads (100 sheets)......... 0.50 
2 Buying Order Pads (50 sheets)... .... 0.50 
(or 4 of each, as preferred) 
1000 Carton Tickets and Clips......... 2.25 
Above, not including Carton Tickets.... 5.00 
(West of Denver........ $5.50) 





Postage Prepaid—Check with order, please, unless 
C.O.D. Shipment is preferred. 


(New Revised Fifth Edition) Orders filled for any forms preferred. 





Tome sosive of + oy rong equa imitation leather binder shown above, Shoe Carton Tickets and Clips: 
Special Quantity Price: | ESR Pere er nl ene aA NEO na $0.50 
400--Daily Sales and Stock Sheets (Form No 100)............... $9.00 ge ae Uk Moat se on Oe 1.25 
PROFIT CHARTS—25c. each; an accurate method of figuring NG oo cace signs ara coslg a-ars:¥-o-4 30.9 8k 8 lee 2.25 
WRITE FOR OUR PREE BOOKLET ON STOCK-TURN. 5000 (per thousand) ................... 3. he 
Boot and Shoe Recorder 
367 WEST ADAMS ST. CHICAGO, ILLINOIS 





When writing advertisers please mention Boot and Shoe Recorder 
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Endorse the Stop-Loss Provisions 
[CONTINUED FROM PAGE 22] 


20 per cent for we all know that retailing today bears 
better than a 33 1/3 per cent selling cost. 
principle of “wholesale delivered price plus 10 per 
cent” is fair to all, at least it is a fixed bottom below 


which retail prices cannot go. 


There are a number of exceptions to this rule so 
that in case of bona fide clearance, or highly perish- 
able merchandise, or discontinued lines, or imperfect 
or actually damaged goods, the merchandise may be 
sold for less than this fixed bottom price specified. 

This one clause will do more to straighten out the 


codes. 


But the 


of the new code. 


goods everywhere. 
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malicious price situation than any other action of the 
It is really the one great benefit that the 
merchant will receive, as his share of the partnership 
with the Government as a recompense to him for abid- 
ing by the schedule of hours and the wage obligations 


We hope that the reaction of all retail-trade and of 
the public as well will be favorable to this clause, and 
that the final composite code will be rapidly rushed 
into the hands of General Johnson, then to be tras- 
mitted to President Roosevelt and made the first great 
functional law in the betterment of retailing of all 








To Preside at Conference 


Boston—Gordon MeNeil, of Thayer- 
McNeil Co., will preside at the general 
meeting of the Joint Styles Conference, 
Hotel Astor, New York, Oct. 3. Mr. 
McNeil is chairman of the General 
Styles Committee, National Shoe Re- 
tailers Association. In a statement to 
the RECORDER, he said: 

“T am very glad that we are holding 
this Allied Styles Conference at an 
earlier date than in the past, because, 
as NRA codes go into force, the initial 
effect is apt to be a slowing up in the 
rate of production. Merchants, there- 
fore, will need to anticipate their needs 
somewhat farther in advance than has 
been customary. The information ob- 
tainable at this conference will enable 
them to do this intelligently and with 
profit to themselves. 

“One other theory in which I am a 
firm believer is that the sale of recrea- 
tion shoes is certain to be of ever-in- 
creasing importance in our merchandis- 
ing plans. Newly acquired leisure is 
opening up a much larger market for 
this type of footwear—a factor which 
should be weighed carefully in making 
plans for the Spring of next year.” 





Does College Advertising 


Wicuita, KAN.—For two years Jack 
Kimple of the Rorabaugh Dry Goods 
Co. here, has found decided gain from 
advertising directed to college girls 
through the columns of the municipal 
university paper, The Sunflower. This 
year he has signed a contract for week- 
ly ads, to run during the school year, 
to the amount of 400 inches. The 
weekly ad carries a picture of the 
young woman on the campus who fig- 
ures prominently in the week’s news. 
The campus feminine roll is more than 


| 
| 





Meadors Co. Changes Policy 


NASHVILLE, TENN.—At the death of 
Allen H. Meadors several months ago, 
the Meadors Shoe Co. passed into the 
hands of the third generation, when 
Allen H. Meadors, Jr., and Harrell 
Meadors assumed control of the busi- 
ness. After doing business for forty 
years on Union Street, they have 
changed their location to 208 Sixth Ave- 
nue North, a street in close proximity 
to cafes, hotels and theaters. Although 
open only a week, Harrell Meadors, 
secretary of the company, says that 
they have already felt the benefit of 
transient trade, by sales made to stu- 
dents who are coming to attend colleges 
here and are spending a few days at 
the hotels while doing their shopping 
with their parents. The new establish- 
ment is planned for the comfort and 
convenience of its customers, and it is 
the desire of the owners to encourage 
their customers to make the salon a 
place to meet their friends as well as 
to shop. 

The men’s shoe department has been 
dropped, and women’s and children’s 
shoes are featured exclusively, with 
particular emphasis placed on the or- 
thopedic line. A well appointed hosiery 
section is in charge of Miss Mary Sam 
Bruce. 

Allen H. Meadors, Jr., is president of 
the company, and Harrell Meadors, sec- 
retary and treasurer. Members of the 
staff are W. H. Higginbotham, J. W. 
Riggins, T. W. Sadler and W. A. Mc- 


| Gavock, all of whom have been con- 


1000 and, as the majority of the stu- | 


dents live at home, Mr. Kimple worked 
on the belief that the paper would be 
carried home and at least 1000 addi- 
tional women would read the ad. Each 
ad is for a type of shoe called for by 
the events of the school calendar. The 
picture is of some popular woman tak- 
ing active part in the event for which 
the type of shoe advertised is correct. 





nected with the firm of John A. Meadors 
and Sons for many years. 





“Stub Your Toes” 


New York, N. Y.—One of the clever- 
est display cards having to do with the 
vogue of round toe women’s shoes is to 
be seen in Bloomingdale’s shoe depart- 
ment which is so ably presided over by 
Miss C. Berkowitz. The sign reads: 
“STUB your toes.” Girls going through 
the department read the sign, chuckle 
inwardly or visibly, and always stop 
to examine one or more of the smart 
models on the table display. 





Chicago Style News 


Cuicaco — O’Connor and Goldberg 
are featuring “flats” in one window of 
their Madison Street store. “Those 
shoes with the low-down heels,” they 
call them in their publicity. The heels 
are 1 and % inches and are meeting 
with favor both among young women 
and.older women, according to the re- 
port here. 

The flats are one-eyelet ties with gros- 
grain ribbon bows. They are being 
shown in brown and black suede, in 
blue, ,black and brown kidskins, in 
patent leather and in patent leather 
and grey suede combination. Their 
price is $12.50. 

Buttons and checked stitching tempt 
the woman who is looking for some- 
thing up-to-the-minute at Charles A. 
Stevens and Company’s. These modish 
bits are $13.50. They come in suede in 
autumn colors and have three buttons 
apiece. 

With Carson, Pirie, Scott and Com- 
pany, a pleated and stitched shoe is 
an interesting item. “It looks like rep- 
tile, wears like calf, but it’s kid. When 
you see it, you’ll declare the leather is 
new. It isn’t really, but it’s a brand 
new treatment of kid,” is the publicity 
talk regarding this new number. Its 
price is $12.50. 

Mandel Brothers are calling atten- 
tion to built-up stilt leather heels, which 
is new fashion talk for this season. 
These heels combined with round toes 
are offered in a strap and oxford which 
they are featuring right now at $6.75. 

“Two by two,” is the way that Mar- 
shall Field and Company are calling 
attention to the vogue for trimmed 
shoes for early Fall wear. Kid with 
Caleutta lizard (a two eyelet oxford), 
kid with lizard (a six eyelet oxford) 
and a wool fabric with calf (one eyelet 
ties) are the shoes selected to point to 
the interest of trim on shoes. These 
range in price from $10.50 to $14.50. 

At the O’Connor and Goldberg State 
Street and neighborhood stores spat 
oxfords are being given the breaks in 
publicity. They are in patent leather 
with eel grey, in black kid with grey 
whipcord, and in brown kid with brown 
whipcord. They are selling for $5.00. 
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A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 


MEET . 
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CLAWIFIED ann WANT AD 




















SALESMAN WANTED 





LINE WANTED 


POSITION WANTED 





SALESMEN to handle shoe accessory as side 
line. You will sell 100% of your trade our 
new item. Give references and territory cov- 
ered. Address D-491, care Boot & Shoe 
Recorder, 239 West 39th Street, New York, 
. Y. 


aN. 








SALES MANAGER WANTED 








Sales Manager Wanted! 


By a prominent, well established shoe 
manufacturer of juvenile footwear. An 
unusual opportunity for a capable and 
trustworthy sales manager with some 
capital to take charge of sales and 
secure partnership in a going business. 
State age, experience, and further par- 
ticulars. Correspondence treated in 
strict confidence. 


Address D-487 
Care Boot & Shoe Recorder 
239 W. 39th St., New York, N. Y. 

















FOR RENT 





SHOE Store Established 25 years. Large Cor- 
ner. Owner retired. No stock--Store and 


Fixtures to rent. Your opportunity. Reason- 
able Rental. 661 Washington Avenue, Brook- 
lyn, N. Y. 








LINE WANTED 





ANTED—Line of Women’s or Children’s 
Shoes. Have wide and favorable acquaintance 
in Middle West territory. Good references and 
sales data furnished. Address D-482, care Boot 
pea Recorder, 367 W. Adams St., Chicago, 





SAL sESMAN desires factory line for Eastern 
Pennsylvania, New Jersey, Delaware and 
Maryland. Men’s and Boys’ line preferred. 
Over 10 years with one house. Best references. 
Address D-481, care Boot & Shoe Recorder, 
239 West 39th Street, New York, z. 





ANTED: Ladies’ medium priced line of 

novelties and line of Boys’ shoes for New 
England. Address D-477, care Boot & Shoe 
Recorder, 140 Federal St., Boston, Mass. 





ORMER shoe manufacturer would like a line 

of shoes to sell, with possibility .of investing. 
Address D-483, care Boot & Shoe oo. 239 
West 39th Street, New York, 








WANTED TO PURCHASE 


] NTERESTED in buying Dr. Scholl’s close- 
out lots of arch supports. Address D-488, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 











HELP WANTED 


ANTED: Foot specialist—Must be school 
of Chiropodist graduate. Communicate with 
O’Donnell-Seamens Company, Ironwood, Mich. 








PORTING Shoe Manufacturers!! A man 

who has a headful of good practical ideas 
which have not been tried out as yet, relative 
to construction and styles of shoes at popular 
prices, can be reached by: Address D-489, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 





Y services are available as buyer or man- 
ager of a good shoe department in walking, 
orthopedic and sport shoes, men’s and women’s. 
have made an intensive study of othopedic 
shoes and know every detail of the sport shoe 
business. Address D-490, care Boot & Shoe 
Recorder, 239 W. 39th Street, New York, N. Y. 





SHOE BUYER 


Eight years with large Mid-West Dept. store. 
Voluntary withdrawal. Popular priced footwear. 
Thorough knowledge all markets. Volume and 
profit producer. Employers r dation. Well 
worth your while to contact this aggressive 











POSITION WANTED 


ETAIL SHOE MAN with many years’ ex- 

perience is open for connection either as a 
buyer or assistant with a reputable concern. 
Have had both Dept. and Retail Shoe Store 
Experience. For the past 3% years Dept. Man- 
ager for a chain store. The right connection is 
of more importance than immediate salary. 
Werner Rolf, 1401 7th Avenue North, Fort 
Dodge, Iowa. 








SHOE, salesman, married, age 35 years, 15 
years’ exp., ticket writer, all round man. 
Best of ref., will go anywhere. Maurice M. 
eT 46 Ft. Washington Ave., Manhattan, 
Me es 





OUNG Man—Thoroughly experienced shoe 
buyer, foot correctionist and store manager, 
desires position. Will consider anything legiti- 
mate. Address D-484, care Boot & Shoe Re- 
corder, 239 West 39th Street, New York, N. Y. 





HAVING given up my retail shoe business, I 
feel that I can show good results as man- 
ager or well experienced salesman in men’s, 
women’s or children’s store. I am 38 and of 
good appearance. Charles Weisel, 913 Forest 
Ave., Bronx, N. Y. 





| years’ road experience, clear record, good 

reputation and good references: should in- 
terest some live shoe manufacturer. Edward 
McComb, 2638 N. 11th Street, Philadelphia, Pa. 


merchandiser. 
Address D-485 
Care BOOT & SHOE RECORDER 
239 West 39th St., New York, N. Y 

















BUSINESS OPORTUNITY 








RETAIL 
OPPORTUNITY 


30-year-old Boston concern, retailers 
of high grade women’s shoes will 
consider leasing their shoe department, 
a part of a ready to wear specialty 
shop. Located in heart of shopping 
district of Boston. Street floor depart- 
ment, having had as high as a $300,000 
volume shoe business in past years. 
Reason for desire to lease is because 
of lack of capital. 


Address D-486 
care BOOT & SHOE RECORDER 


140 Federal Street, 
Boston, Mass. 

















CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
Minimum charge 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge 
$1.25. When a box number is desired twelve words should be added for the address. In all other cases each 


word of the address should be counted. 


The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 


Classified advertising is payable in advance. 


&® Advertisements for this page must be in our New York office on Friday of the week preceding publication. ™ 








When writing advertisers please mention Boot and Shoe Recorder 
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WANTED TO PURCHASE 





WANTED TO PURCHASE 





MERCHANTS’ NEEDS 














WE BUY 
Entire or Surplus Wholesale and Retail 
Stocks. so Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Etc. 

IRVIN RUBIN 

“The House of Jobs’’ 
88 Reade St. Cor. a 

New York City 
Phone Barclay 7-7887 








3 HIGHEST CASH PRICES — 


; MAX GLAUBERG 


4 Phone: Canal 6-2632 





PAID 


for shoe stocks, slow sellers, ete. 
lease taken over. Transactions 
Est. 1890 


Short time 
confidential. 


327 Church St., New York City 








POSTER @ DEUTSCH 
436 Grand St., New York City 
Phone Dry Dock 4-0352 


— BUY FOR CASH — 


entire or surplus stocks of 


rvecittaaaas So STORES 


Leases d ti confidential 





New /mproved 


Pouy, Cup 
for Price Tickets 

$2.25 

half gross 

Tilts at any angle 


M. D. POLLINGER CO. Holland Bidg., St. Louls, Mo. 





gross 




















Buyers of Surplus Stocks 


We will buy surplus or entire Lng of shoes 
from manufacturers, jobbers or retailers. 


QUANTITY NO OBJECT 
KIRSCH - BLACHER CO., Inc. 


590 Broadway New York 
Phone Canal 6-4298 and 4299 

















MERCHANTS’ NEEDS 





MERCHANTS’ NEEDS 
















BUSINESS OPPORTUNITY 








OU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system of 
foot correction: readily learned by any 
one at home in a few weeks. Easy terms 
for training; openings everywhere with 
all the trade you can ys to. No capi- 


tal required or goods to buy; no agency 
or soliciting. Established 1894. Address 
Stephenson Laboratory, 21 Back Bay, 


Boston, Mass. 








AUTUMN PRICE TICKETS 
Colorful and Effective 


S 


ul ral 





No. 3: Hallowe’en or 
autumn coloring: 
orange and green de- 
sign on corn-color 
board. 




















No. 2: Blue bar with 
orange sunburst on 
silver board. 


Ne. 1: Harvest color- 
ing: Scarlet cak leaf 
on corn-colored board, 
with pale blue band. 





ANY ASSORTMENT OF 
PRICES DESIRED 
SIZE: 15%” x 29%” 


6 dozen 
12 dozen 


AUTUMN WINDOW 
DISPLAY CARDS 


8” x 14” to complement new fall 
ticket above. 








Write for details and samples of 
service, including cards, harmon- 
izing tickets, and modernistic card 
holders. Sold to but one merchant 
in a community. Snappy texts on 
men’s, women’s, children’s shoes, 
and hosiery. 





CHECK WITH ORDER, PLEASE, UNLESS 
C.0.D. SHIPMENT IS PREFERRED 


Merchants’ Service Dept. 


BOOT AND SHOE 
RECORDER 


367 West Adams St. 
CHICAGO, ILL. 

















Boston Stores Show Gain 


Boston—Retail trade in Boston con- 


tinues to gain. Figures released by 


| Starts Fall Campaign 


SALEM, OrE.—E. W. Acklin, of the 
Acklin Bootery, has again inaugurated 


the Federal Reserve Bank covering the) his usual fall campaign for the bulk 


week of Sept. 11 to 16, show an in- 
crease in dollar sales of 7.5 per cent 
over the corresponding period in 1932. 
This increase more than offsets the fall- 
ing off reported during the first week 
of September, which was due in large 
part to unfavorable weather conditions. 
Dollar sales of 37 representative Boston 
stores showed an increase for the first 
half of the month of 3.8 per cent over 
the same period last year. This figure 
was obtained by averaging the gain of 
the second week with the loss incurred 
in the first week. 





| of the shoe trade of the fertile Willa- 
| mette Valley, but especially to see that 
the fair school teachers are comfortably 
fitted with the best shoes that their de- 
pleted salaries will buy. 

“Put Your Feet In My .- Hands,” 
Acklin frequently reminded them with 
timely mimeographed postal cards, car- 
rying a few short sentences declaring 
that he was a specialist in shoe fitting. 
The names of every school teacher in 
both Marion and Polk counties are se- 
cured and circularized, and the returns 





are most gratifying. 


















OBITUARY 





W. G. Rischell 


Downs, KANs.—W. G. Rischell, 35, 
died recently at the County Hospital, 
Beloit, Kans. For the past ten years 
he represented the Weyenberg Shoe 
Co. and its branches at various times 
through the states of Missouri, Kansas, 
Nebraska, Colorado and New Mexico. 
He made his home with his father, S. 
W. Rischell who operates the Downs 
(Kans.) Cash Shoe Store. He served 
overseas with the 45th Coast Artillery 
and was a member of the American 
Legion and The Veterans of Foreign 
Wars. 


A. L. Oscar 


CANTON, OHI0oO—A. L. Oscar, 48, 
prominent Canton clothing and shoe 
merchant, died Wednesday, September 
20, at his home here following a long 
illness. He had been in business here 
for 19 years, coming here from Cleve- 
land in 1914, where he learned the 
clothing trade. His widow and two 
sons survive. Burial was made here. 











MULE SLIPPERS 


“Mule slippers’ may mean boudoir styles to 
buyers, but at “The Shoe” (United Shoe Ma- 
chinery Plant in Beverly) “mule slippers” are 
just iron horse shoes to be tossed over the peg 
in barnyard golf. 

















J. W. Childers in Portland 


PORTLAND, ORE., Sept. 21.—John W. 
Childers has been appointed manager 
of the I. Miller shoe department of H. 
Liebes & Co. He was formerly handling 
the same popular line at Biltmore Hotel, 
Los Angeles. 












































































Cover-to-Cover Reader 


There isn’t a week that goes by but that 
1 read the RECORDER from cover to 
cover. I have been doing so for twenty- 
five years. 


C. M. Stendal, Minneapolis. 








TRADE LITERATURE 


Te 


New Pied Piper Catalog 


Probably one of the most elaborate 
catalogs that has been published in the 
juvenile shoe field in recent years has 
been distributed by the Marathon Shoe 
Company, manufacturers of Pied Piper 
juvenile footwear. 

This catalog is not only attractive 
from an artistic standpoint, but con- 
tains numerous selling ideas, based 
particularly, upon the exclusive, new, 
patented construction features of Pied 
Piper Shoes. 

The introduction to this catalog is a 
presentation of the principal features 
of the New Pied Piper Deal, which has 
created such wide-spread interest and 
enthusiasm this season. This includes 
the new, one hundred per cent Good- 
year welt construction, with patented 
improvements which make possible the 
use of an insole that is not channelled 
and elimination of a cork filler. 

A complete new set-up of lasts, seam- 
less quarter linings and _ one-piece 
tailored quarters, as well as a num- 
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BOOTS AND SHOES 


Ault-Shackford Shoe Co., Auburn, Me....... 45 
Bass, G. H., & Co., Wilton, Me. ........- 48 
Bett Shoe Co., Philadelphia, Pa............ 48 
Boyd-Wright Shoe Co., St. Louis, Mo...... 10 
Brooks Shoe Mfg. Co., Philadelphia, Pa.... 53 
Chase, W. S., & Sons, Haverhill, Mass..... 53 
aa oy Edwin & Sons, Inc., E. Weymouth, ‘ 


Colt-Cromwell Co.. Inc., New York City.. 42 
Conn, W. B.. Co., Rochester, N. Y 37 
——— J. M., Shoe Co., South Braintree, 


Contech Perey Co., Lynchburg, Va. .2nd Cover 


Ebberts, John, Shoe Co., Buffalo, N. Y..... 50 
Edwards, J., & Co., Philadelphia, Pa., 

Back Cover 
Kendall Shoe Co., Haverhill, Mass......... 52 
a Me Day’s Ideal Baby Shoe Co., Danvers, 

sides ha Wing We elas 6 adic bd Slee de sro:0.0 6 5 

Sunshock Shoe Co., Danville, Ill........... 5 
Nettleton, A. E., Syracuse, N. Y.......... 50 
Old Colony Shoe Co., Brockton, Mass...... 50 
Orthopedic Shoes, Inc., New York City.... 25 
Owens Shoe Co., Lynn, Mass.............. 52 


oe Wooden Sole Shoe Co., 


Richards & Brennen Co., Randolph, Mass. : 50 


Columbus, 


Roberts. Johnson & Rand, St. Lovis. Mo... 23 
Rohn Shoe Mfg. Co., Milwaukee, Wis...... 43 
Shaw, x. z- Inc., Coldwater, Mich. a 
Smith, J ; Shoe Co., Inc., Chicago, Tll..8-50 
ences Co., Wakefield. Mass....... 48 
Vitality Shoe Co., St. Louis, Mo........... 1 


LEATHER AND OTHER MATERIALS 
Allied Kid Co., Boston, Mass............. 27 
Barbour Welting Co., Brockton, Mass...... 38 


“4 & Almy Chemical Co., Cambridge, 
Mas: Front Cover 
DuPont Viscoloid Co., New York City..... 7 


Levor, G., & Co., Inc., Gloversville, N. Y...2 3 
Lima Cord Sole & Heel Co., Lima, O.3rd Cover 


Surpass Leather Co., Philadelphia, Pa..... 31 
Spaulding Fibre Co., No. Rochester, N. H. 
33-34 


MACHINERY, LASTS, MFRS’ SUPPLIES, 
DRESSINGS, ETC. 


United Shoe Machinery Corp., Boston, 

POMS. 6 ic csdie wba eticcs «Seki spar ee cine 4-6-47-51 
SHOE ACCESSORIES 

Pollinger, M. D., Co., St. Louis, Mo....... 57 

Simplex Shoe Tree Corp., Chicago, Ill...... 48 

Williams Mfg. Co., Portsmouth, Ohio..... 53 

MISCELLANEOUS 

Glauberg, Max, New York City........... 57 

Hotel Lexington, New York City.......... 44 

Hotel Lincoln, New York City ............ 49 

Hotel New Yorker, New York City........ 46 

Hotel Victoria, New York City............ 42 


Kent Automatic Garage, New York City.. 46 
Kirsch-Blacher Co., Inc., New York City.. 57 


National Retailers Mutual Insurance Co., 
ND TIMELY, He sab ak bass 0s spmnie vaek Coe 40 
Poster & Deutsch, New York City......... 57 
Rubin, Irvin, New York City............... 57 
Stephenson Laboratory, Boston, Mass...... 57 





ber of other important features, are 
also featured in the Pied Piper line 
for fall. 


Heavy In-Stock Ordering 

PHILADELPHIA, PA.—The matter of 
giving complete stock service, has, it 
is stated, been a very difficult problem 
with J. Edwards & Co., Philadelphia 
manufacturers of juvenile footwear 
and there have been some shortages in 
certain of their lines. This condition 
is now corrected and from the first of 
October and throughout the season they 
do not anticipate any difficulties along 
these lines or any delay in shipment. 

The present season has been one that 
has produced the largest orders on the 
stock lines in the history of the com- 
pany, and althought generous provision 
had been made, emergency measures 
had to be taken to keep the stock lists 
intact. 

There is in the present experience of 
the factory no evidence of a slow down 
in these orders, and they are operating 
the plant at capacity to take care of 
the business and keep the whole stock 
line available. 


Letter Promotes New Leather 


In literature being sent out to the 
trade, Meyer Bros. Shoe Co. are stress- 
ing the new seal leather shoes which 
they have been so successful in promot- 
ing. The latest notice reads, “Seal, 
Seal, Seal. The one new leather intro- 
duced by us this Fall. Pliable, soft 
and has marvelous breathing proper- 
ties. Sold by leading retailers in all 
cities. Get aboard the band wagon. 
Bering Seal, extreme novelties.” 


Broadens Store’s Scope 

MriaMI, Fuia.—Sidney H. Palmer, 
president of Palmer’s Shoe Store, an- 
nounces that his firm has been appoint- 
ed exclusive agent in the greater Miami 
area for Walk-Over shoes for both men 
and women. Heretofore this firm has 
handled only women’s and children’s 
shoes, but the new agency brings in a 
line for men as well. Since the clos- 
ing of the Walk-Over agency on East 
Flagler street some months ago this 
locality has been without a Walk-Over 
shoe store. Lawrence Copeland, form- 
erly assistant manager of the Walk- 
Over Boot Shop in Miami, is to be in 
charge of this new department in 
Palmer’s. 
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* 
(Heap ~ Slice Aan 









Navy-blue has become 
a spring staple, a color 


* that can be counted upon * 


for volume, season after 
season. 


* 


|, 
No. 1312 071 


is a true deep navy. 


* | 
(Marine luc 
No. 1330 


; is a new navy with a slight 
violet cast. 


* 


Very much in keeping 
with the trend toward ele- 
; gance is this low-riding 
; Theo tie in navy-blue kid. 
It features the new 
“hook” fastener. 





Design from Associated Stylists. 























| * * 


New Crstle A 
Allied Xd C ens 


100 old Siveet, New York Cry 


Vol. 104. No. 5 Published every week by the Boot and Shoe Recorder Company, 239 W. 39th St., New York, N. Y. Entered as second class matter, Sept. 10, 1925, at the 
Post Office at New York, N. Y., under the act of March 3. 1879. Subscription price $3.00 per year. Printed in U. S. A. 















































CERTIFIED GRADE 


or 


PURITY of WHIT 


—the unfailing verdict of any judge o 
leather for LEVOR whites— 


“THE WHITEST WHITES” 


now unrivalled in any respect because 
of the great advance in white tanning 
achieved through the special processes 


developed in LEVOR tanneries. 


Certified, also, as the foremost white 
washable leather through usage of over 


5,000,000 pairs of white LEVOR kid 


shoes each year. 


ae on — 





TANNERS OVER 


























“DEAD” WHITE 


—lest anyone misunderstand the quoted adjective, as 
some did in 1930 when this ill-chosen term was 


first applied to the ascending vogue for all-white 


shoes, means PURE WHITE. 


To emphasize particularly the strength of white that 
is most favored, stylists use the term: “ DEAD WHITE.” 


This does not mean a dull white. “DEAD” white 
is their way of saying “PURE WHITE,”— just 
as we say that we are ‘dead sure. of a thing 


4/ 4] 
when we mean absolutely sure. 


VOGUE'S fashion editors defined the term as 
meaning nothing else than PURE WHITE and 


having nothing to do with finishes of leather. 


The big demand in 1934 will be for sparkling pure 
. LEVOR’S white kid. 


white washable leather . 


é&- CO., INC. 





GLOVERS VILLE. . . 
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Shoes... 








Boot AND SHOE RECORDER 





whether for formal or informal wear...whether for men, 


women, or children...the wanted styles and the sought-for values for 


all occasions and for all mankind are available in the great in-stock 


line whose superb qualities are expressed in the famous slogan 


“Star Brand Shoes Are “Better” 


Roserry J 


BRANCH 





OM ON BIRAND 


OF INTERNATIONAL SHOE CO. 


ST.LOUIS, Mo. 
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THIS IS ADVERTISEMENT NO. 3 OF A SERIES 
SHOWING SHOES ‘‘FIT FOR A MUSEUM.” 







The Ocrea — a half-boot of leather trim N C E ee @ 


med with fur and laced in front, worn 
THE HEIGHT OF FASHION 


by the women of early Greece. 
as oday Albsued 


How quick and certain are the trends of fashion! It takes so 













short a time for any article to go completely out of style— 






like shoes with “peely” soles. 






Three years ago “peely” soles were accepted by women of 





fashion as a necessary evil. Today they are as clearly out- 





Any shoe made with an outsole channel 







can develop a “‘peely’’ sole. Compo shoes moded as the Greek half-boot of 2000 years ago. 
have no channel. They are smooth, trim, 
‘sole-smart” as long as they are worn. In the development and perfection of the Compo technique, 














mechanical skill and fashion go hand in hand. Over a hun- 
dred outstanding manufacturers prefer Compo for the simple 
reason that it means a better shoe. In the most successful 
stores in every city women are proving their preference for 


the advantages which Compo gives. They are finding that 
The Sbicca Method provides a single- 
sole cemented shoe of extreme flexibil- 
ity and lightness. It is Compo’s newest 
achievement—the most sensational shoes are light, flexible, “sole-smart”, as long as they are 
recent developmentin theshoeindustry. 
The Sbicca Method now brings Compo 
shoes into the realm of footwear of 
the highest price and craftsmanship. bonded as a perfect unit. 


complete freedom from the ugliness of “peely” soles is made 
possible only by Compo. They have learned that Compo 


worn. And of course in the Compo shoe there are no harsh 
seams or ridges to mar foot comfort. Soles and uppers are 


COMPO SHOE MACHINERY CORPORATION 
NEW YORK BOSTON ST. LOUIS 


Not all cemented shoes are Compo shoes. Only those manufacturers 
using Compo equipment and Compo adhesives are authorized to supply 
you with genuine Compo shoes. A list of licensed manufacturers, includ- 
ing those who use the Sbicca Method, will be furnished gladly on request. 
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EVANS LEATHERS @ EVANS LEATHER 


From time to time we take 
pleasure in publishing the firm 
names or trademarks of manu- 
facturers who recognize that 
Quality in shoes calls for 
Quality Leathers. 


e Londacdne on Gana (Branca ) 


HN R EVANS & CO, 


CAMDEN, WN. J. PHILADELPHIA 
CIMCINWATL «ST LOUIS BOSTON * MILWAUKEE 
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EVANS LEATHERS @ EVANS LEATHIER 
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"HERS @ EVANS LEATHERS ¢ EVANS 


<w> Shoe 
Spee 


de & Brennan Co., Randolph, Mass 





eo eeptive 
COP Shoe 








"SHE WALKS IN BEAUTY” __! 
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DO OUR PART 


FRS © EVANS LEATHERS * EVANS 
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UALITY - through and through 







LR Thousands of men have discovered that ‘‘Most miles per 
waned dollar’’ isn’t a phrase, but a fact—when they wear Flor- 
sheim Shoes. Months after ordinary shoes are discarded, 
Florsheims retain their smart looks—proving that quality 


In S lO C Va is the most economical in the long run. Building such 


Setithininnih tae beeen confidence means permanent, satisfied customers for 


S-506, one of a large variety of 
mart cust del ied b . 5O 
og uh cam glia Florsheim dealers. To retail at oe Mosr Srries 





stock department. 





‘The FLORSHEIM Shoe 


Tue FtorsHEIM SHOE CompPANY © Manufacturers © Chicago 
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